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Now Ready, the twenty-fourth annual volume of 
the American Newspaper Directory. It gives a description 
of all the newspapers published in the United States, Domin- 
ion of Canada and Newfoundland, and of the towns and 
cities in which they are published. 

We realize that a book of this kind can never be made 
absolutely perfect, but a new system of rating circulations 
introduced into this volume it is believed will render this 
the most accurate edition of the Directory ever issued. Sent, 
carriage paid, to any address on receipt of $5.00. 
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Expecting 


Immediate returns from advertising in country news- 
papers often leads to disappointment, and condem- 
nation of the mediums. The country people generally 
obtain their money by hard labor: they do not 
respond to advertising as quickly as people living in 
large cities are apt to. They take time to consider 
how and where their money shall be expended. 

Experienced advertisers know this, and make their 
plans accordingly. After having arranged for the sale 
of their goods, they create the demand for those goods 
by well constructed and judicious yearly advertise- 
ments in the local papers. 

It is not expected by experienced advertisers that 
the pecuniary results from these advertisements will 
at once be large; it would surprise them if such was 
the case. 

They are satisfied to plant the seed, knowing that it 
will sprout and grow if carefully planted and looked 
after, and that at the proper time the harvest will be 
assured, 

They plant and wait. Some advertisers expect a 
harvest almost as soon as the planting—and they 
accordingly reap disappointment. 

Yearly advertising pays best in country papers. 
Bright advertisers know this and profit by it—as is 
evidenced by their continuous use of the ATLANTIC 
COAST LISTS of 1400 local country papers. 





Catalogues and estimates furnished. Advertisements put in type and 


proofs sent free upon application, 
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134 LEONARD ST., NEW YORK. 
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STREET CAR ADVERTISING. 
By George Kissam. 


Street car advertising of to-day is 
vastly different from that of former 
years, and its volume in the aggregate 
is extremely larger than the uninitiated 
can conceive of, 

Writing alliteratively, this result is 
due to merit and management. A re- 
trospective view carries us back to the 
old go-as-you-please, irrespons‘ble, un- 
methodical and variably sized card 
period—a period when the advertiser 
was obliged to print all sorts and sizes 
of cards and to keep a corps of detec- 
tives to watch his ‘‘ads” after insertion, 
for the sole purpose of making sure 
they were in the cars. 

The lessees of cars in those days 
looked on the advertiser as legitimate 
prey, and, with an iron-clad contract 
signed, usually won all suits even 
though evidence was produced showing 
only a small percentage of the cards 
were in the cars when looked for. The 
cards themselves were small and en- 
closed in dirty frames, covered with 
glass, the glass itself contributing to 
injure the effect of the card behind, as 
it acted like a reflector when the sun or 
lamplight struck it. 

There was no system in the business 
and advertising investors became dis- 
couraged, the medium waxed unpopular 
and the business bade fair to relapse 
into innocuous desuetude. 

About this period Mr. Akerman, of 
Worcester, and Mr. Randall, of Boston, 
Mass., produced each a concave ad- 
vertising rack, essentially similar in 
principle but differing in detail. 

Mr, William F. Carleton, who then 
had in charge the advertising depart- 
ment of the Dry Dock, East Broadway 
& Battery R. R. Co. in New York, 
saw immediately that at last the prob- 
lem of ‘‘display” had been solved. He 
arranged for a lease of the Sixth avenue 
cars in New York, equipped them with 
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the concave racks and by his systematic 
business method filled and kept full 
the space on this line until he relin- 
quished it for a larger field in the city 
of Boston. 

Street car advertising is continually 
growing more popular. It appeals to 
all classes with irresistible force and 
unavoidable eloquence, the cards being 
so displayed as to be easily read and to 
really afford a method of whiling away 
the time during the journey, that with 
animal traction is ofttimes wearisome in 
this rapid age. 

The cars of to-day are continually 
being improved, and the struggle to 
produce them constantly taxes the in- 
genuity of the car-builder. It is need- 
less to add that the advertising par- 
takes of the same spirit ; lithographers, 
printers, engravers and artists are 
continually spurred to produce new and 
striking designs for the object of im- 
pressing the great public, and much 
thought is given by principals to im- 
prove the service. 

That street car advertising conducted 
on business principles has come to stay 
is evidenced by the throng of promi- 
nent advertisers’ cards which are to be 
seen in the cars to-day—advertisers of 
long experience and good judges of 
values. 

One very strong point that impresses 
an intending advertiser is the absolute 
certainty of circulation that street car 
advertising gives; there is no guess- 
work about it, or any sub-cellar affi- 
davits that no one believes—in fact 
circulation is really understated, as the 
figures given are taken from annual 
reports to the railroad commissioners 
and only give the actual number of 
paying passengers carried. 

The display in the concave racks is 
unavoidable to the eye and limited in 
extent; this insures the advertisement 
being seen. Taking everything into 
consideration, street car advertising of 
to-day is a ‘‘ winner” and its future is 
full of promise, 
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**SHALL AUTHORS ADVERTISE ?”” 
By Foel Benton. 


This question, which is put forth by 
an article copied from the Writer in 
PRINTERS’ INK, may be worth con- 
sidering further. It is an idea sug- 
gested merely, not endorsed, by the 
questioner, and the ‘‘why not?” is 
frankly solicited. 

There is no code of ethics, and cer- 
tainly no law, to prevent an author 
from parading his wares in priat ; and 
he can announce what he has for sale, 
or what he will produce to order if he 
chooses. The question is, therefore, 
one of taste or practicability entirely. 
It is true, the very finest literary pro- 
ductions are now in one sense mer- 
chantable commodities ; they must be 
sold if the author is to live by his 
vocation, When Milton wrote his 
‘*Paradise Lost” he was glad, no 
doubt, to sell it for £5 ($25)—a sum 
which a poem that can be printed on 
one page of a modern magazine, and 
by a writer who may never be known 
to fame, can now often command. I 
presume there is a score of poets in this 
country alone who can obtain more for 
a short piece of verse than Poe re- 
ceived for either ‘‘ The Bells,” ‘‘ The 
Raven,” or ‘‘ Annabel Lee.” Had 
either of these poems survived unpub- 
lished and should it be offered to the 
Century or to Harper's Magazine, it 
might bring enough to cover the results 
of the most productive year of Poe’s 
literary work. 

And yet he whowrites verse merely, 
except it be Tennyson (who has re- 
ceived as much as $45 a word for his 
work), and perhaps Holmes, and Whit- 
tier, cannot make a living by it. Now 
that they can, they are well-to-do 
octogenarians, and are practically giv- 
ing up the exercise of the Muse. 

The truth is, the celebrated poets— 
those of most distinction in the world 
of letters—either have enough to do 
or don’t any longer think of their skill 
and genius as sources of economic gain. 

I have purposely cited the writers of 
poetry among the literary guild, as 
their business is, on an average—when 
the most illustrious names are excepted 
—the one altogether the poorest in re- 
muneration. Poetry cannot exactly be 
made to order, though something that 
seems to be poetrycan. There is a 
limited fountain from which it is drawn, 
and the good angel does not stir the 
waters, except by some ecstatic caprice. 


One of the writers I have mentioned— 
the witty autocrat—is so much an ex. 
ception to the spirit-moving theory that 
his exceptional facility of meeting all 
Boston occasions only the more strong. 
ly emphasizes the rule. His compeer, 
Bryant, confessed that he never could 
write poetry to order, or for an occa. 
sion, and he never did. 

Now, if any of these famous authors 
had advertised that they were ready to 
invoke Apollo and the Muses for pay 
they would hardly have done better 
than they did and they would have 
chided themselves all the while for com. 
mitting what I still call (as a patent on 
the phrase is mine) literary simony. 

When you come to the writers of 
fiction, which makes by far the most 
considerable literary matter in amount, 
the power to create it seems to be with- 
out restraint. Anthony Trollope and 
James Payn, notable English novelists, 
make no secret of telling us that they 
have gone about their work very much 
as the carpenter and the mason go to 
their daily tasks, Their method is to 
sit down with pen and ink and paper, 
and crowd off so many pages or so 
many thousand words per day. They 
have felt themselves inexcusable when 
they fell short of what was a fair day’s 
average task, thus throwing all theories 
of special inspiration to thewinds. To 
be sure, Trollope and Payn are not 
novelists of the same rank, or of the 
genius of Meredith, of George Eliot, 
or of Thackeray; but their work is 
creditable and possesses undeniable in- 
terest. In fact, their clientele of read- 
ers is a much more numerous one than 
many of the novelists of great genius 
command, They both struggled for 
their position, which they did not reach 
without hard, persistent and discour- 
aging labor. 

I hardly see how advertising would 
have helped them. When they most 
needed it they could not have quoted 
ecstatic and thrilling notices from re- 
viewers, and, when these notices came, 
they did not need a bush for their wine. 
It must be remembered that work by 
an author is necessarily limited. A 
merchant or a factory can buy or make 
unlimited supplies of the goods adver- 
tised, but the author cannot be helped 
out ordinarily by clerks and assistants. 
It is true that someauthors collaborate, 
and it is said that the novels of the 
elder Dumas were many of them merely 
sketched out and devised by himself, 
while journalistic craftsmen did the 
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dialogue and filling in, Even with this 
extension of power the active demand 
for his works so kept up with or outran 
his facility that advertisements could 
not have served him. 

It seems, therefore, as if authors 
either get the full patronage they want 
by making their web, like the spider, as 
they go along, or else fail utterly be- 
yond the help of friendships or an- 
nouncements. It should be kept in 
mind that authorship itself is publicity. 
Each piece printed with its author's 
name is just one round of the ladder 
by which he rises, if there is any real 
yeast in his work. ‘The more he sells, 
the more kis patrons, the editors and 
publishers, see his quality, until orders 
at Jast crowd out all necessity of offers 
or seductive appeals on hispart. Like 
the lightning-bug he carries his lantern 
with him, and advertises himself by its 
light. It is a curious fact that the 
critics hardly know as yet what it is 
that makes an author economically suc- 
cessful. We may discern genius, but 
we often do not until the author who 
possesses it has had his obituary writ- 
ten. It would be easy to tell at once 
that Hawthorne and Emerson are 
greater in every literary quality than 
Mrs. Southworth or Sylvanus Cobb ; 
but the annual and aggregate incomes 
of the last two were far greater than 
those of the first two named. 

It has been said very lately that the 
most successful American novelist that 
ever lived is a name scarcely ever heard 
of in the literary publications, and 
which could not probably be guessed, 
even if PRINTERS’ INK should offer a 
reward of $25 to have it told. The 
circulation of his books has gone into 
the hundredsof thousands—far beyond 
E. P. Roe, or those of any author we 
all know to have been successful, His 
name is Albert Ross, and his volumes, 
I hear, have been numerous, though 
the titles of them are no more known 
than the books themselves in the world 
which recognizes the things of litera- 
ture. Of course he won his way to this 
phenomenal success by offering some- 
thing that a large number of human 
beings were willing to pay for and to 
read. Inno other way did he adver- 
tise than to supply the wares his pe- 
culiar audience was waiting for; for if 
he had advertised himself, or his goods, 
we should find his name familiar. It 
is a paradox, no doubt, to call an author 
unknown who is known by more read- 
ers than any other, and yet this is the 


only way by which we can distinguish 
Mr. Ross's peculiar position. It shows 
that there is something about literature, 
properly so called, which does not lend 
itself to the business rules governing 
soap and ready-made clothing; nor 
does the kind which lacks art, style, 
and genius, and which we may call 
pseudo literature, find those rules to its 
advantage either. 

Tocome directly to the advertising 
question: Authors do not need to 
advertise, except as their publishers 
advertise their work when collected and 
in covers. But journalists who are nct 
makers of literature, except incident- 
ally, often do advertise, either for 
special or general work in their pro- 
fession. ‘Teachers are another class 
that can advertise to advantage; and 
they avail themselves of the privilege. 

‘There is no code or tradition broken 
by a solicitation of patronage on the 
part of either of these professions, as 
there would be in the case of doctors. 
As to lawyers, I suppose it is more a 
custom than a code which limits them 
to mere office signs, or, at the utmost, 
to an equally brief newspaper card. It 
is said of Rufus Choate that he could 
clear a thief of larceny if the money 
stolen were found in the boots of the 
accused; but if he or any lawyer should 
announce his skill in that direction, or 
his ability in handling a jury in effusive 
circulars and advertisements, he would 
not only be an unheard-of thing, but 
he would probably fail of the effect 
sought. 

While I am convinced that authors 
will refuse to advertise — both on 
grounds of taste and expediency—even 
so much as ministers do, who some- 
times make profuse announcements of 
their Sunday sermons, there isa sort of 
advertising in Ergland that seems to 
me to be worse taste than anything an 
eccentric author would be likely to de- 
vise. I refer to the cheeky and un- 
blushing sale of manuscript sermons. 
Over and over again you will see 
advertisements, among those of soap 
and haberdashery, of parcels and pack- 
ages of complete sermons in most of 
the best periodicals published in Great 
Britain. So much of this is done that 
the remuneration of the business must 
be by no means insignificant. But the 
implication that ministers sell their ser- 
mons to those who cannot write them, 
or that a profane wit may possibly 
play the hypocrite sufficiently to under- 
take the business, is not a pleasant one 
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to think of. Nor is the plight in which 
a good orthodox parish must be put— 
either consciously or unconsciously— 
which is compelled week after week to 
listen to such second-hand, not to say 
underhand, performances, much more 
agreeable to contemplate, But, as the 
French say, chacon a son gout, or every 
one to his taste. 





WHY SOME ADVERTISEMENTS 
FAIL TO HIT. 


By H. S. Babcock. 


When a would-be purchaser is turn- 
ing over the advertising pages of any 
publication, in search of some particu- 
lar article, it is a relief to him to have 
the subject of which he is in search 
stand out in bold type. He knows 
what he is looking for, and often 
grows impatient in search of it, when 
other words meet his eye, or when the 
particular object of his search is buried 
in a mass of small type. As one 
illustration will do as well as another, 
let the reader be supposed to be look- 
ing for a work on real estate. If he 
should find an advertisement like the 
following : 


GREAT FORTUNES 
ARE 
made in securing real estate at the 
ed time and in the right place, 
ut they may easily be 


LOST 


unless the title is good. The whole 

doctrine of real estate is comprised 

in a little work by Williams. Price, $5. 

a of John Smith & Co., New 
ork, 


he would probably pass it by. 
he found one after this fashion: 


REAL ESTATE. 


The whole doctrine expounded in the 
work of 
WILLIAMS, 


Price, $5. Forsale by Brown, Jones 
& Co., New York, J 








But if 








the chances of his purchasing will be 
greatly increased. The latter is not 
intended as a model advertisement ; 
indeed, it could be readily improved, 
‘but it does illustrate the principle under 
consideration. 

The great majority of advertisements 
are prepared, and probably advantage- 
ously, with the thought of making pur- 
chasers. They assume that the buyers 
do not know what they wish to pur- 
chase, and it is their intent to lead 
them to purchase what the seller has 


to dispose of. But there is a large 
body of readers who really know their 
wants, and who would be grateful for 
any saving of time and labor in telling 
them where their wants can be met, 

If it were possible to unite these two 
characteristics—to make advertisements 
striking, so as to catch the attention of 
the careless and convert them into pur. 
chasers and to assist the persons who 
know what they desire, so that they 
can learn at a glance where to purchase 
—the ideal advertisement would be 
found. And it really does not seem 
that such a union of characteristics in 
an advertisement is an impossibility, 
It probably has been done with a 
greater or less degree of success many 
times, and will continue to be done so 
long as artists in advertisements exist. 

But which of these characteristics 
should predominate in an advertise- 
ment may often be a difficult question 
to decide. The correct decision of 
such a question, of course, will depend 
upon the relative number of people 
who will become purchasers in the two 
classes—a fact not always easy to dis- 
cern, but which will sometimes, and 
perhaps very frequently, depend upon 
the article to be advertised. If it be 
something new, not generally known or 
introduced, the class which must be 
educated into purchasers will be the one 
to be influenced ; but if it be an old, 
well-known staple article, then the 
other class will be the one especially to 
be reached. Upon the decision of this 
question the character of the advertise- 
ment will rightly depend. 





WITH ENGLISH ADVERTISERS, 
By T. B. Russell. 
Lonpon, March 16, 1892. 

There is one trade in which English 
advertisers have a great deal to learn 
from their American cousins. The 
advertisements of ready-made clothing 
in American papers are usually bright, 
readable, well illustrated and attractive 
and, in fact, they need to be in order 
to produce any effect. In England 
they are, without exception, dull, com- 
monplace and uninteresting. It is 
very remarkable that this should be the 
case with one particular line of busi- 
ness, but it is an undisputable fact. A 
few pictures of boys and men, in 
wooden-looking clothes, with prices 
underneath (‘‘ in this style ten-and-six,” 
like the Hatter in ‘* Wonderland”), 
constitute the whole attraction—if we 
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except an occasional fiction to the effect 
that the So-and-so Clothing Company 
sells its goods without profit—for the 
fun of the thing, presumably. No 
such thing as a crisp, catchy head-line 
ever seems to occur to people in this 
trade. 
% * * * 

The above alludes to men’s clothing 
advertising. Women are catered for 
with more entrancing and artistic de- 
signs, though the literary portion of 
the advertisements is usually no more 
interesting than similar announcements 
addressed to the other sex. By the 
way, there is no reason to suppose that 
our advertisements of ladies’ underwear 
are more discreet than yours, or that the 
average English woman is less modest 
than the average American woman—or 
any other, for that matter. Yet we 
manage to get along without fainting 
at these illustrations, and to English 
readers the recent agitation on the 
subject smacks more of a rather pruri- 
ent prudery than of delicacy, rightly 
so-called. 

os x x es 

There are plenty of very objection- 
able advertisements, both in American 
and English publications, which ought 
to be suppressed by the laws, and in 
this country, at least, could be so sup- 
pressed without legislation. There is, 
for example, one type of advertisement 
—I cannot specify the class, but it is a 
female medicine—which, from the very 
nature of the announcement, must lay 
the issuers open to one of two criminal 
charges. If the medicine will accom- 
plish what is claimed, its sale is a 
felony and punishable by long terms of 
imprisonment. In the contrary case, 
the advertisement is an attempt to ob- 
tain money under false pretences, 
which is also an offence against the 
law. Enough has been said above to 
make the class of advertisements 
alluded to obvious. Nothing has been 
done here to stop these things, but the 
law is certainly adequate, and I imagine 
the same is true of United States law. 
Fer some unknown reason Sunday 
papers are especially patronized by 
these advertisers, and they do not seem 
amenable to an appeal to decline the 
business. For this reason many rep- 
utable advertising houses have ceased 
to use such papers, and this may 
eventually have a good effect, in which 
case the moral value of the advertising 
business will have to begin to show 
itself, 
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Women are known to be great read- 
ers of advertisements. There is a 
capital little sixteen-page penny paper 
called : 





EVE ; 
A Journat ror Her Daucuters. 
Published Monthly. 











which has been started this month, and 
is said on good authority to be owned 
by the proprietor of a well-known 
hair wash. I mention it on account 
of a somewhat unusual feature—a 
head-line at the top of every page con- 
taining advertisements, as follows: 


G~ The Proprietor of this Journal holds 
himself responsible for the genuineness of 
every Advertisement published herein, and 
will refund any money sent, and lost through 
the fault of the Advertiser, 


An editorial note amplifies this a 
little and raises a point on the ethics 
of advertising, which some religious 
and other periodicals might consider 
with advantage. It runs as follows: 

RELIABLE ADVERTISERS, 

The proprietor, in guaranteeing the genuine- 
ness of all advertisements in this journal, holds 
that a paper has really no right to publish any 
advertisement unless the advertiser is known 
to be reliable. What should we think of a 
friend who advised us to go and deal with a 
firm who he knew would misrepresent their 
goods, charge us two prices, and best us if 
possible ? 

The undertaking seems tothe pres- 
ent writer no more than reasonable, 
though it is certainly new, as a prac- 
tical thing. The Zzmes is very par- 
ticular as to what it inserts. Thus it will 
not accept an advertisement quoting a 
recommendation from the press with- 
out having the reference verified, nor 
an announcement of the kind which the 
late H. J. Byron (author of ‘‘ Our 
Boys,” other plays, and for many years 
a journalist) used to call ‘‘the 
Hatched, Matched and Despatched 
column”—namely, Births, Marriages 
and Deaths — without the production 
of the public registrar’s certificate 
authenticating the event. Most well- 
to-do people announce occurrences of 
these three kinds in the 7imes, or other 
daily papers, where the first advertising 
columns on the front page are always 
reserved for the purpose, and a Zimes 
notice has come to be regarded as the 
next best evidence to an actual produc- 
tion of the official certificate. 








NEWSPAPERS make associations and 
associations make newspapers ; thus it 
is that in America we find at the same 
time the greatest number of associations 
and of newspapers,x—De Tocqueville. 
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THE READING TO WHICH MY HEART LEANS, 
‘By M. C. Hungerford. 
l. Il. 
At the back of the best magazines I’m entranced with the artistic 


Are some pages of mercantile lore. race 
’Tis the reading to which my heart —_Of the figures in some of the ads. 
leans And I find my ideal in the face 
More than romance which thrilled © Of the wearer of Brown’s liver 
me of yore, pads, 


ll. 
And I joy in the wonderful cure 
Of the person with only one lung, 
Who found that Gibb’s Remedy Sure 
Had made him quite frisky and young, 





GIBBS RESPIRATOR 
IV, 
And then, there’s that face unattended, 
That face without blemish or spot, 
Which never, till this life is ended, 
Can be overlooked or forgot. 





JOHN H. WOODBURY, 
V. 


And the masses who use hair restorers 
And the famous cough balsam of Kemp ; 
The girl with thick locks like Aurora’s, 
And the man who takes Indian Hemp. 


° : 


There are hands that are lifted imploring, 
Beseeching the aid of Pearline ; 


Ary Or are they the folly deploring 
9 Of the masses who will not keep clean? 









Vit, 
’Tis a pity that hands should be plenty, 
When some folks are minus their feet, 
For ’tis said, that of men, one in twenty, 
A. A. Marks helps to make up complete. 











rer 
BEAUTY — 
Wrinkles, Blackhead ro. _ 
es, jac is, Pim- ° i 6 . 
reckles, Pi aelsand = And of girls it is whispered the beauty 
moved. ‘ Is most of it sold in a box ; 
Com jons beau ded. ‘The Form ’ 


developed ; Hair, Browsand Lasbes §=But all women think it their duty 

Book veiled) ew with eam scree To make themselves ‘‘flowers of their 
mola 10c. Mme. Velaro, ” 

414 W. 47th St., N. ¥. City. flocks, 


M188 BEACH'S 


Curling Fluid 


IX, 


In the margin the reader will N. B. Rs"Odor or Sediment, 
All the helps to complexion and hair, aro auty to Deir, Taerossee i 


And see that a poor mortal can be 
As fine as a seraph so fair, 





BEND) Ste , 
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A PRINTER’S NOTES ON AD- 
VERTISING. 


By W. W. Pasko. 

If I were now an advertiser, selling 
something like Pears’ Soap or the 
Royal Baking Powder, I should have 
many small electrotypes made of solid 
metal, but only containing five or six 
lines, which would be additional to my 
regular advertisements in country 
newspapers. When the larger one 
runs out the advertisement is taken 
from the form and distributed, but the 
little one is so convenient for the 
make-up that it is likely to be used 
once in every three or four weeks, if 
not oftener, for years. It just fills in 
acertain place, and the foreman finds 
it very handy. 

Few persons know how great a 
quantity of dead advertising is pub- 
lished by newspapers, including some 
of the best and strongest. The count- 
ing-room neglects to mark them out ; 
the foreman leaves them in their places 
because an omission might destroy his 
make-up, and the advertising canvasser 
desires Brown Bros. & Co., for ex- 
ample, to be left in, so that another 
banking house can be more success- 
fully called upon. In many newspa- 
pers these varied reasons cause the re- 
tention of two or three columns each 
issue, and there are few journals in the 
Union in which it does not amount to 
at least a column, This space must 
be deducted when an attempt is made 
to estimate the value of the advertise- 
ments in any particular newspaper. 

The counting-room is not well man- 
aged when the paper is filled with 
little marks showing how long each ad- 
vertisement is to run. To insert 
“TuTh&Satf,” or ‘‘ Ja2ttFe7eod *” 
may be a great help to a lazy clerk in 
the publication department; it is an 
advantage, in some respects, to the 
man who puts the types in the form, 
but it is a bungling way, nevertheless. 
It exposes the business of the paper 
to its rivals; it disfigures the appear- 
ance of the advertisement, and _ it 
frequently necessitates an extra line. 
Let all these memoranda be kept in 
the counting-room, and let a marked 
sheet be sent up to the foreman. One 
of the reasons why this type-marking 
is done is to have a record of the size 
of the advertisement. Such offices do 
not keep an advertisement book, nor 
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even an expiration book. If the 
bottom line should be pied the adver- 
tisement might go on forever. An 
expiration book is a very easy one to 
keep. One plan is to have a book 
with 313 or 52 pages, date each page, 
and as an advertisement comes in 
enter its name and enough description 
to identify it against the date when the 
favor should last appear. A better 
plan is to paste the new advertise- 
ments in a book, with full directions 
and the date of expiration. When 
this is done insert, under the various 
dates in the latter part of the same 
book, the names of the advertisements. 
These are not the real advertisement 
books which are kept by well-managed 
newspapers of size, but they are ap- 
proximations, and they help a great 
deal. The books can be cheap ones, 
worth a dollar or so, not the heavy, full- 
bound ledgers used in books of ac- 
count. 


When you get ready to take in an 
elaborate design to a printer use pencil 
or ink, if you can, to give him a 
clearer idea of what you mean. He 
might be able to execute the work at 
‘*first intention,” as the doctors say, 
if he could know what it was. Any 
man can draw a little, and a draughts- 
man at a dollar an hour will reduce a 
rough drawing very rapidly into sym- 
metry. I myself drew some Hebrew 
characters last week, so that I might 
have them reproduced, and I think 
that there are few persons who are 
worse qualified to draw than I am. 
Another point is worth taking into 
consideration in making a long and 
good advertisement. Have it set up 
in common paragraphs, after the new 
fashionable methods. Experiment with 
the wording when thus arranged till it 
is satisfactory, and then give it cut to 
be displayed. It is very much easier 
to pay the bill this way, as the correc- 
tions are comparatively without cost. 
But when displayed type is altered 
over and over the pocketbook suffers. 


A BOYCOTT PROPOSED. 








Reputable publishers have but one 
course to pursue, and that is to make 
their rates and stand by them. I would 
like to join an association of publishers 
that will adopt such a rule, and decline 
to exchange with or quote from any pa- 
per that cuts prices.—Zdgar Parker, 
Publisher Geneva (N. Y.) Advertiser, 
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“THE WEAK POINT.” 


A subscriber sends to us the follow- 
ing copy of a letter which he receives 
from one whom he calls ‘‘a rather 
prominent advertiser,” with no sugges- 
tion further than an intimation that 
we may like to use it ; 





Marcu 19, 1892. 

Dear Sir: The —= is a most excellent 
paper, but do you know that all advertising 
rates are from 50to 75 per cent too high to 
give the advertiser a just share of the returns ? 
Now I manufacture a useful article, well made 
and one that gives entire satisfaction to m 
patrons, but at your rate I would not get bac 
enough to pay for the advertisement, and that 
is true of a large number of your ad. patrons 
as well as of those that use other ad. columns, 
Ad. prices are not based upon their value, but 
upon the inexperience of advertisers. The 
latter pay for the possible, but really improb- 
able, chance of getting great returns, One 
man ina henmel, by some trick of wording 
or cut and a bank account of several hundre 
thousands, after putting most of the latter in 
advertising, in turn reaps a rich return, The 
other g99 advertisers are paying forthe hope, 
or expectation, of receiving the same rich re- 
turns, but only to be disappointed. The true 
way to estimate the value of advertising space 
is to offset the total amount paid by all adver- 
tisers by the total returns received. By such 
a comparison you would find that the publish- 
ers get about go per cent of the total amount, 

If advertising is so valuable, why is it that 
the —— and other publications are not con- 
tinuously advertised at two or three dollars a 
line inthe Youth’s Companion and the lead- 
ing literary magazines? But, perhaps, a 
practical example is worth more than all the 
theory of speculation. Now here is a test of 
oad own faith in the value of your ad, space, 

"ll give you from 75 to 80 per cent of m 
profits that would be derived from an —— ad, 
if you will bear the expense of the ad. I will 
furnish cuts and you can put your name or the 
address of any one you please under the ad., 
to whom all applications for catalogues 
may be sent, to whom all orders and remittan- 
ces may be sent, I to fill the orders and return 
to you $4.50 on each reading stand sold 
through the ad., or, if preferred, I will return 
the requests for catalogues, my address being 
under the ad., and I will bind myself to render 
an exact return to you of every sale made 
from the ad., to remit you promptly at the 
close of each month, $4.50 for each stand 
sold. I always send to each purchasera card 
like the inclosed and credit the sale according 
tohis reply. I refer you to anybody in the 
town, Now where is the weak point in that 
proposition? Very truly yours, —_. 

The name and residence of the 
writer of this letter is withheld from 
us, and we confess to surprise that a 
“ce : ° ” 

prominent advertiser” should hold 
such views as are here expressed, 
which, to recapitulate, are : 

Ist. Advertising prices are based 
upon the inexperience of advertisers. 
So it is the inexperienced advertis- 
ers who do advertise and pay the 
prices which are paid. Well, fromthe 


time which the greater part of those 
who occupy advertising space have 
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been at it, they do hold their 
perience” well } 

2d, Advertisers gamble—their point 
being possible, but improbable, ‘ great 
returns.” Shades of the multitudinous 
dead advertisers, and substance of the 
myriads of living ones! How like the 
Dickens you did and do gamble! By 
all means let advertisements be ‘ex. 
cluded from the mails !” 

gd. One in a thousand succeeds 
after staking hundreds of thousands, 
such success being attained by “a 
trick of wording ora cut.” Bah! 

4th. Nine hundred and ninety-nine 
advertisers (in each one thousand) 
are ‘‘ disappointed.” How wonderful 
this knowledge—past finding out ! 

5th. The stated ‘‘ true way to esti- 
mate value of advertising space” is 
impossible, because of total absence of 
information anywhere as to either 
‘* amount paid ” or “‘ returns received,” 
The deduction made is therefore an 
unbusinesslike bit of nonsense. 

6th. ‘‘Why is not the and 
other publications advertised in 
Youth's Companion, etc. Many publi- 
cations are advertised very largely in 
other papers. Perhaps, more of it 
could be profitably done. If done 
without intelligence it would not pay. 
If the writer referred in the blank 
above to the paper sending us his 
letter, it would not be intelligent 
advertising to advertise ‘* continuously 
in the Youth's Companion.” 

Now as to the proposed ‘‘ test of 
faith”; ‘*‘ The utter nonsense of in- 
viting newspapers to run and take the 
risks of the business of other people is 
too childish for consideration. Why 
does this letter writer take so much 
pains to induce this paper to publish 
his *‘ad?” Does he want the adver- 
tising ? If he does, why does he want 
it? Has he ‘‘ faith” in it? If he has 
‘* faith” and thinks that he is so con- 
ducting his business that it will pay 
him, let him pay the publisher. If he 
is out of ‘‘ faith” to this point, let him 
stop seeking for that which he does not 
want, Advertising pays under right 
conditions. Two of them are that it 
and the business are adapted to each 
other and that the business is properly 
conducted—in itself and in reference 
to its advertising. When a publisher 
is ready to step in and manage the 
‘*reading stand” business for this 
man, he may be ready to do the adver- 
tising as an incident to such manage- 
ment, and pay over from 20 to 25 per 
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cent of the profits, If he finds any 
publishers who will accept his proposi- 
tion they are as bad business men as 
himself, and it is no wonder that he 
preaches a gospel of disappointment as 
to returns founded on such ventures, 

Of course the ordinary and probable 
explanation of such a letter as is quoted 
is that it is an attempt to depreciate 
what the writer buys, or, to imitate the 
“‘fakirs,” who by their ‘* trade” and 
other ‘‘ schemes” are always trying to 
“get something for nothing” out of 
publishers. That he does it so badly 
is vastly to his credit as indicating 
‘inexperience ” in thisline. There is 
hope of reform in his case. 

There is so much of the sort of stuff 
above noted, however, repeated and 
written, day by day, that it seems 
worth while to show once just how 
badly it looks ‘‘in cold print.” Its 
“weak point ’’ is all over it, especially 
manifest, perhaps, in the thing aimed 
at.—American Advertiser Reporter, 

oases et 


ADVERTISING BY WIRE. 





The growth of advertising and the 
increasing necessity for it develop some 
very bright schemes, so that it has 
come to such a pass that it is almost a 
waste of money to advertise unless one 
advertises cleverly. Reading matter 
by telegraph is one of the latest and 
most effective methods used for certain 
lines of advertising, and while, in com- 
parison to display, it is expensive, if 
properly managed it is vastly product- 
ive, The ideaitself is not essentially 
a new one, but it is only of late that it 
has been reduced to a science. ‘There 
is a clever young man here in New 
York who makes a specialty of hand- 
ling this class of business, and he has 
his work so systematized that every 
shot tells. Everybody who reads a 
paper reads the telegraphic news. So 
it is evident that an ‘‘ad” under a tel- 
egraph head is in the choice space in 
the paper. The leading editorial may 
be skipped, but the telegraph never. 

Of course a great deal depends upon 
the fashion in which this class of ad- 
vertising is written and handled. ‘The 
advertisement must be there but it need 
not be apparent. It was not a bad 
joke on the respectable old Associated 
Press the other day, when that highly 
conservative organization grabbed one 
of my friend’s advertising items zx 
transitu and sent it out all over the 
country, It, naturally, pleased the ad- 


vertiser, it rejoiced my friend as a tes- 
timonial to the skillfulness of his work, 
and the Associated Press was delighted, 
for nothing so warms the cockles of its 
corporate heart as to filch an item off 
the wires. It is really a great thing to 
have all the parties in a transaction 
happy and satisfied. The papers? 
Oh, those which were served by my 
friend were pleased because they were 
paid, and those that were not served 
by him were pleased because they got 
—for Associated Press matter—an un- 
usually interesting news item.—<A//an 
Forman, 


« $9 


A LIBELOUS ADVERTISEMENT. 





The question of whether a newspa- 
per can be held responsible for a libel 
published in its advertising columns 
came up in the case of Le Huray ver- 
sus the Morning Journal Publishing 
Company, which was heard before 
Judge Lawrence and a jury in Supreme 
Court this week. In April, 1890, an 
advertisement appeared in the New 
York Morning Journal among others 
of the character usually employed by 
adventuresses to attract victims, and 
which gave the name and address of 
the Le Huray sisters. Miss Blanche 
Le Huray was living with her mother 
and two married sisters in Mount Ver- 
non, N. Y. They were ladies of the 
highest respectability and moved in the 
best society circles. The publication 
of the advertisement resulted in their 
receiving a number of insulting letters 
and calls, and to their being ostracized 
and forced to give up their home at 
Mount Vernon and come to this city to 
live. The outrageous insults which 
these respectable ladies received shat- 
tered the health of Miss Blanche Le 
Huray, and she brought suit against 
the paper to recover $100,000 dam- 
ages. The Morning Journal people 
admitted the publication, but claimed 
that the advertisement wes received in 
the ordinary course of business, and 
that there was no intent to injure or 
annoy the Le Hurays, as the advertise- 
ment purported to be inserted by them. 
They held that there was no malice, 
and therefore asked that nominal dam- 
ages beawarded, Several of the clerks 
employed in the business office of the 
paper were questioned as to the relative 
charge for “straight” and ‘‘ crooked” 
advertisements, and also as to what their 
instructions were as to the acceptance of 
questionable notices. Most of this tes- 
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timony was ruled out as incompetent. 
Judge Lawrence charged the jury that 
the publication of the advertisement 
was a libel, ger se, and left to them the 
question of damages to be awarded 
under the law. The jury went out at 
2.30 P. M. on Wednesday, and as they 
could not agree at six o'clock they 
were told to bring in a-sealed verdict. 

The jury finally brought in a verdict 
of $1,000 against the A/orning Journal, 
and both sides announce that they will 
appeal.— Journalist. 


BOOK NOTICES. 








The book reviewer on the staff of a 
daily newspaper is commonly known as 
its literary editor, though, as a matter 
of fact, he is seldom a literary person. 
Moreover, his duties are determined by 
the character of the organ he serves: it 
seems to be worth the while of compar- 
atively few journalsin the United States 
to employ a competent critic solely for 
the purpose of telling its readers about 
the contents of new books. In most 
cases this function is performed perfunc- 
torily by the musical or dramatic editor, 
who, in turn, is simply an industrious, 
enthusiastic, or overworked member of 
the writing force—perhaps a writer of 
“editorials,” perhaps not. Atallevents, 
it is folly to designate him as a literary 
editor or as a book reviewer; he edits 
nothing; he reviews nothing; he is first 
and last a drudge, capable, perhaps, of 
something better than hack-work, but 
productive of that alone. Then there 
are first-class journals which send out 
some of the more important books for 
review to special writers, and dispose of 
the great body of new publications in 
brief paragraphs, vastly to the disgust 
of the publishers and authors. Or the 
various members of the staff are period- 
ically taxed for lengthy notices of the 
larger works, and the remainder is com- 
prehensively condemned in a sporadic 
half column or so of ‘‘ literary notes” by 
the exchange editor. Finally there is 
the small group of journals which have 
found it to their interest or profit to 
make a ‘‘ feature” of adequate book 
reviews, edited and for the most part 
written bya single responsible ‘‘ literary 
editor.” He may, to be sure, do other 
things—pass upon contributed verse or 
manuscript of a general literary charac- 
ter, select the miscellany from maga- 
zines, help in the make-up of the Sun- 
day supplement, write the obituaries of 
distinguished authors, and contribute 


a fixed or irregular quantity of ‘‘ edito. 
rials’’ during the week; but these odds 
and ends of duties are quite by the way; 
he is first and foremost a reviewer of 
new books. 

The poor author we have always with 
us; in all seasons he is at our door 
soliciting the privilege (with pay) to 
print. And, after all, he is a likeliet 
person than the rich dilettante. I mean 
the man of egregious self-esteem, who 
having achieved success in his chosen 
field of employment, the practice of 
law or the printing of calicoes, feels 
suddenly called upon, though destitute 
of literary taste and training, to demon- 
strate his fitness for the profession of 
letters. It matters nothing that he 
fails utterly, from the view-point of the 
publishers and the public, to make 
good this demonstration, or that his 
book is brought out at his own ex- 
pense, and bought up by the same in- 
terested party for free distribution 
among obliging friends. He has writ- 
ten a book, and he would have the lit- 
erary editors know it. 

Came to me one day an author of this 
sort—a sleek and orotund man, of 
memorable appearance, authoritative 
and even domineering in manner, elo- 
quent but oracular in speech. He 
laid with gloved hand the daintily- 
dressed child of his genius upon my 
table, disclosed his identity with the 
air of one bestowing a priceless gift, 
and then began to address me upon the 
manifold evils of my calling. . . . It 
was an age and a day, as I doubtless 
knew, when the book-stalls were heay- 
ily laden with trash. Publishers raked 
in the erotic rot written by silly school- 
girls and pitch-forked into the street 
the serious productions of scholars and 
thinkers. . . . Knowing this, he had 
not condescended to treat with them; 
he had, sir, printed at his own expense 
the volume before me—a work repre- 
senting years of study and reflection, 
a work not to be dismissed by hack- 
writers in a perfunctory paragraph. 
That must not be. He knew too 
well the truth of Gay’s dictum, ‘‘ No 
author ever spar’d a brother”; he 
knew very well why ‘‘ Sartor Resartus” 
had at first fallen flat on the public. 
Carlyle had not been shrewd enough 
to interview the reviewers; to pre- 
pare them for the reading of the book, 
and through them to educate the pub- 
lic to a sense of its value. . . . That 
mistake should not be his; he felt 
it would be an intolerable wrong, if, 
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through neglecting to take the proper 
and customary precautions, his work 
should fail of success in the very face 
of the deplorable popularity of books 
like ‘Robert Elsmere” and ‘*The Quick 
orthe Dead.” Therefore he had come 
in person with his ‘‘ Shakespeare Shorn 
of Verbiage,” and he would tell me in 
aword what he cared to have said about 
it, . . . Andnow, sir, I’ve detained you 
long enough; I’m rushed for time, and 
I suppose you’re busy too. Just another 
word; I haven’t really the leisure to 
look after the book; the notices must 
be got; and I’d like you to get them. 
No, no, no! Don’t say a word—I under- 
stand, perfectly, Timezsmoney. .. . 
Be good enough to name the amount 
and I'll send you my check for it this 
afternoon. 

Every word of which—saving the title 
of the magnum opus, which I have 
measurably softened down—is quite 
true; and equally true it is that, recov- 
ering my breath and urbanity, I was 
able to tell the distinguished author 
certain things which, I sincerely hope, 
improved his understanding better than 
they did histemper. Of course he was 
aware that he had offered to bribe me ? 
Iasked. Hewas not? Ah, well, but 
he had; and, moreover, he might bear 
in mind that he was the first who had 
tried todoit. That wasanovel method 
of pushing a book, but I distrusted its 
efficiency. Then it occurred to me: 
had he not confounded the reviewer 
with the advertising manager? No? 
Well, the place to spend money was 
down in the business office.—From 
“Literary Editor,” by Melville Philips, 
in April Lippincott’s. 


NOT GOOD ADVERTISING. 





Among the many schemes adopted 
for advertising, some one several years 
ago conceived the idea of using an im- 
itation of telegraph blanks, with en- 
velopes to match. The firm which 
took the matter up prepared to work it 
to the limit. They got the regulation 
yellow paper and used type which could 
not be told from that on the genuine 
blanks. They printed the rules in 
small type, and it in every way made 
the blank look like the genuine one, ex- 
cept that the head-line read ‘‘ Union 
Telegraph Company.” 

The advertisement itself was also a 
part of the fake, for it was written for 
all the world as we see them every day 
coming from the telegraph office. But 
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after all, good as the scheme looked, it 





INK. 


did not pan out well. Not but what it 
might have done so and brought the 
advertiser good returns, but for a cer- 
tain reason it was very early in the 
game nipped in the bud. 

This was how it happened. A lot of 
these blanks were filled out, advertising 
a certain line of goods. A boy was 
hired, and he, too, was fixed up in 
proper shape ; he had on the regulation 
uniform of the regular messenger. 
Bright and early one morning- the lad 
started out on his mission. He would 
ring the door-bells and people would 
come and receive the message in aston- 
ishment, while the lad would skip away 
before they could recover, Opening it, 
of course, explained everything. At 
one place, however, the messenger had 
an experience he did not like. He 
rang the door-bell, and in a moment or 
two a lady appeared and opened it. 
The instant she saw the messenger boy 
she cried out: ‘‘ Mary’s dead !” and 
with one long, wild, piercing, frenzied 
shriek she fell upon the floor in a dead 
faint. 

The lad, almost as frightened as she, 
threw his envelope in the door, turned 
and ran back to the office. Reaching 
there, he pulled off his coat and hat 
and donned his old clothes. He told 
his employers the circumstances and 
flatly declared he was through. ‘I 
ain’t going around killing no more peo- 
ple,” he said, and he wenthome. Look- 
ing into the matter, the firm learned 
that the woman had been rather expect- 
ing bad news concerning a sick sister, 
and seeing the boy she thought the 
worst had come. The firm concluded 
that such results would not pay and 
they at once discontinued their plan of 
advertising.— Chicago Press. 


THIS APPLIES WELL TO ADVER- 
TISING, 





More than two-thirds of the half- 
way failures in business are due to the 
fact that the chief fritters away valuable 
time in watching over trivial things 
when his attention ought to be devoted 
to weightier matters. A man has but 
a certain amount of energy and availa- 
ble working time, and it needs not very 
deep reasoning to see that if he de- 
votes a large portion of it to minor 
affairs he will not be able to give the 
attention which he ought to the work 
that he is best fitted for.—Geyer’s Sta- 
tioner. 
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WHEN TO ADVERTISE, 


OrFice oF PRoGREssS, i 
Sr. Joun, N. B., March 21, 1892. 
Editor of Printers’ Ink: 

When so much advice and instruction are 
being given nowadays regarding ** How to ad- 
vertise,”’ could not something be said about 
“When to advertise?” My attention was 
called to this by the appearance of Henderson 

Co’s large and attractive advertisements - 
several of the papers here in January. 
doubt there are many States of the hice 
where January is not too early to think of 
spring seeds; but here in Canada January is 
but the beginning of winter, and a seed ad- 
vertisement looks as much out of place as a 
carriage advertisement. This is, I believe, 
Messrs, Henderson & Co’s first venture in ad- 
vertising in the Maritime Provinces, and their 
future expenditure will, no doubt, depend upon 
results, Ts such a test fair to the newspa- 
pers, when the advertiser tries ‘‘to force the 
season’? ? Epwarp S. CARTER, 

Publisher of Progress, 
—_—+oo—___—_—- 
A VERY AMBITIOUS YOUNG MAN. 
From the Boston Transcript. 


A young man who is preparing to enter 
Harvard next year announces it as his serious 
purpcese in life to be a good writer of advertise- 
ments. He is convinced that the man who 
will succeed in that business in the future must 
be a man of greater erudition, livelier wit and 
pleasanter versatility even than the men who 
now contribute so many delightful paragraphs 
to the papers and the street cars. In many 
ways this ambition is far beyond that of the 
young men who intend to be poets—and can’t. 


—+or 


WANTS. 
Advertisements under this] this head 75 cents a line 


ee WILL ty atabargain m' m PETA ape with large 
‘in. $1.50 sul ” Printers’ Ink. 


Ww aa Resetes Tie '8 Magazine’s *‘ 200,000 
guaranteed” gives them. them. 38 Times Bldg, N.Y. 


Vy 7 ANTED—Gen. and local agents for Loan Co., 
of high standing. Address, giving refe r- 
ences and experience, Box 622, x 622, Minneapolis, Minn. 


\ANVASSERS WANTED ae secure subscrip- 

/ tions for INTERS’ INK. Liberal terms al- 
lowed. Address Publishers of Printers’ Ink, 
10 Spruce _ . York. 


wa “Jady, a position as_ dept. 
— rd a meeaiah Sate pre- 
ferred. Address ” 31 Butler Ex- 
change, Providence, R. 


-- F og want artistic, — printing—an elabor- 

catalog, with embossed _cover—write. or 
come in and talk it over. oo AXTELL 
& CADY CO., Holyoke, Mass. 


j, DazOR wanted, to take Reet in two pros- 
epee nape. 9. Wyoming w w’klies. Prin’ cong 

We man pret buys both pa) 
Aduress “IN PENDENT, * Rock Springs, 


BS RIGHT MAN. RARE CHANCE. meee 

Printing House, — ad monthlies, 
wants business mai ge e $10,000.00. 
Salary, $1,800.00 £3 RF, “>; hustler 
need apply. Box 55, AS Ink. 


W: J ANTED—Some young man with small cap- 
ital to buy a half or whole interest in a 

field. Several 
, A with and for 
” care of Printers’ Ink. 


J ANTED—Position as ion as Advertising Solicitor 








one i 
un culars, “EO. 9." care 


a n 
large advertisers. Have been on the road for 
the pos “8 months, and have shown d re- 
sults. Very best of references fu ed. Ad- 
dress “ SOLICITOR,” care of Printers’ Ink, 


VERY ag of PRINTERS INK 
read b; ousani ew: mea 

=, printers, as ‘oe well as by nd. Rew spars you 
tor. th i thin ya / ap oat or to get a situation as edi. 
= it advertisement. Any story that can 2 
told it in baa oe weens ese be inserted tor 

ree dollars. 8 a rule one rtion 

lied upon to do the busin: a 
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FOR SALE, 





' 
Advertisements under this head 75 cents a line 


OR SALE—Advertising. *‘ No Proof, No Pay,” 
200,000 monthly. Vick’s _ Vick’s Magazine, N. ¥. 


Lines $1. 1 in. $3.50. 1 col. $46.55. 1 e 
4 50,000 proven, Woman’s V We: rk, PY Ay a 


ANDSOME ILLUSTRATIONS for 
Ha alogue, 25c. AM. ILLUS. CO., Newark ek 


REAT BARGAIN on Double Cylinder Press, 
G #400, if taken now. Address D: MIL Y NEWs; 
Springfield, Mass 


(HEAP POWER. npr, fale, two-horse 

= as ne. ect iti 
Also hoisting gear. J. kK cHLEY aco on 
Gold St., N. 


100, 000 Agents’ addr addresses, printed and 
gummed. We sell of any State at 

$2.00 1 boo —Y forfeit 4cts on each returned 

+ Pend, m7 Try 1, AGENT’S HERALD, Phila., Pa. 


fo! SALE—Bullock Printi Printing Press, in perfect 
running order; Wg ve little used. Ca- 
eee i 8 to l per hour. At very low 
vice reasonal bie, terms. Address — =HUR 
ON SENDEN. P. O. Box 182, ). Box 182, Pittsburg, i 


Ne SALE—I wil I will sell at auc’ tion, on 
the prem: ises, April 27, 1892, at 10 A. M., “The 
Oneida Dispatch,” with appurtenances, &¢. For 
Bio. W. Ks address the receiver, at Oneida, N. Y. 
~ W. KNOX, as Receiver of D. A. Jackson & 
h 30, 92, 

MPORTANT! Printers and Advertisers. 5,000 
stock cuts, initials, comic and other illustra 
tions. l5c.each. Newspaper portraits, any sub- 
aad Lage aw meneny Ol your town. Boom your 
Write for information. 


Catal 
CHICAGO PHOT ENG. CO., Chicago. 


F YOU WANT TO SELL your Newspaper or 
Bass Office, a Press, or a pons of Type, tell - 
tory in twenty-five words and send it, with 

three dollars, to the office of PRINTERS? INK. If 
you will sell cheap enough, a single insertion of 
the announcement will generally secure a cus- 
omer. 


OR SALE—Electro Plates of THE AMERICAN 
LAW ae a Vols. 1 to 29, New Series, 
inclusive (1861 to ), about 1000 plates to each 
volume. Also Hectro dg me Spe DIGEST of The 
American Law Re r, Vol. 1, akeas 1000, t 
ther with — = to "publish n vie? Dig est of all the 
basen tp A LLERS, iter. 
meyer — gnee, 438 a, Bulldiag, f Phila- 
elphia, 








SPECIAL NOTICES. 


Advertisements under this head, two lines or 
more, without display, 75e. a line. 


yr 

Get 

yikes 

VAN BIBBER'’s. wes 
yrs Magazine. 
200,000 "= 
Vicks, 1.25 per line. 


GPOKANE SPOKESMAN. _ 





PSS ss ee Oe 
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CK’S 200,000 is Guaranteed. 
yrs, 3 mos. or 200 lines, $1.18. 
yrs. 6 months or 400 lines, $1.12. 
yrs, 9 months or 600 lines, $1.06. 
y= one year or 1000 lines, $1.00. 
Ls INKS are the best. New York. 
porerar EDUCATOR, Boston, for Teachers. 


= 200,000. Endorsed by Rowell because 
ee 

VE S 200,000. Endorsed by Morse because 
it’s a ntact. 

[' WILL PAY YOU to know MISTCHAYACK, 
He writes advs, 
ICK’S 200,000. Endorsed by Thompson be- 
cause it’s proved. 
OHN T. MULLINS’ MAILING AGENCY, Faulk- 
land, Del. $2 per 1,000. 

Bay TIMES —- over 33,000 circula- 
tion. It will pay you 

Bes HOTEL ey ans no competitors. 

ant any. en 

ICK’S M a Manager. 38 

Viti os Bullding, New Yor New York, ” 


Vick Magazine, 200,000, ip ae no doubtful 
dy Hence, good co 


AS GUIDE, ier Tok The leading 
agents’ paper. Send for copy. 
T= ADVERTISER’S GUIDE Mailed free by 
STANLEY DAY, New Market, N. J. 
1 Buys 1 inch, 4 times, in OHIO STATE paws 
. and SUNDAY NEWS, Youngstown, O 


Ves. 200,000. Endorsed by, Rotel Moree 
Thompson and all ull agents. *t hel 
6 pert THE POST,” South at Ind. 
Only morning paper in Northwest Ind. 
ICK’S, 50 cts. per year, hence popularity. 
Vitus guaranteed 3 z $00, 000 or no pay! 
EWEY’S Canada List (60 arene adv. rates 
3c. line. D, R. DEWE amilton, Can. 


i" EDICAL BRIEF (St. Louis). est circula- 
tion of any medical journal in the world. 


NATIONAL CIRCULATION. THE CHRIS- 
TIAN PATRIOT, Morristown, Tenn., has it. 


NUSCARAWAS CO., O. 45,000 inhab. A.C. Fritz. 
Distrib. Agt. Write for terms. Uhrichsville, 0 
EW HAVEN NEWS HAS LARGEST DELIV- 

4N ERED Circulation in the State of Connecticut 


OF STATE JOURNAL. Daily 12,370, Week- 
ly 22,450, Sunday 16,356. Covers Central Ohio. 


GUPERIOR Mechanical Engraving. Photo mee 
trotype Eng. Co., 7 New Chambers S8t., N. Y. 
T IS BIGGER — THE TERRE HAUTE EX- 
PRESS—than any paper in Indiana outside 
Indianapolis. 

F YOU WISH to advertise anything anywhere 
I at any time write 6 PRO WELL & CO, 
No. 10 Spruce St., New Y. ~ 
$1 50 irs pears, oh pe wi dave, PRISE, 

oe r inc r 

Brockton, Mase’ Cire nn B,500. oat . 
K rye is thoroughly cov bly covered by THE KAN- 

Bae Ww. EEKLY ITAL, Topeka, Kan., the 

leading farm and family newspaper of the State. 


UR nase exe s0 low (10c.) A gun "t ww 


rove 20,000 c Sam 

tree TELUSTRAT WEEKLY, Topeka, Kanne. 
‘Tian PEOPLE’S ILLUSTRATED JOURNAL 
(monthly), New Orleans, La. A Southern fam- 
ly magazine, it reaches Sou’rn homes. Adv’tise!? 

F YOU want live agents, we can give you more 
r Fog your money than any Ya Pe r pub- 
Our advertisers tell us page 


IRECTORY PUBLISHERS, DF seee 0 lease send circu- 
TRESS OO tae on ries to U.8. 
ood Box 1407, Bradford, McKean 
0. » Pa. 
Ds you — a new and aoe World’s vate 
Premium for inc your circulation? 
comale and terms 15 cen ILLUS! STRATED 
OME JOURNAL, Chicago, Ik 
JAPER DEALERS—M. Plummer & Co., 161 
bp St., N. Y., sell every kind of paper 
used by printers and publishers at lowest prices. 
Full line quality of Printers’ Ink. 


Hor STEALING impossible by the use o’ 
Brown’s Safety Halter. ‘all eee fe light, se 
ble. Write 


VORI P BROWN, “sal tatonio t 
$1 0, 00 F& yd for printi pause and distributing 


—~—~ 7 Penna. 
N. J. Cireulation pn —— 
+e | STOKES & CO., 121 N. 4th it. I Phi 


T HE U. 8S WORDER.—This book gives the New 

United States Uniform Spelling, and |s a use- 
ful epitome of Ameri ricanisen Eng ish. BOA mail, 
15 cents. M. D, FAUZDIC, Kalamazoo, Mi 


HA: -TONE and line =o of first ‘ual a at 

reasonable prices and punctual 

Specimens forw: PROCESS ETCHING & 
GRAVING CO., 61 31 Beekman St., New York. 


¢6 FRATERNITY MEANS SOMETHING.” Icon- 

trol most of the leading Lip ge fay 
nals in the U.S. Send for list an Geo. 8. 
Krantz (Special Agent), 102 W 102 W. ath 8t., Be. Y. City. 


WE will exchange THE ge THE INDICATOR, a Na- 
tional Journal of Insurance (10th year) with 
any ete age oe riodical having an insurance 
department. ress F. H. VENWORTH 
PUBLISHING 65, Detroit, Mich. 


TH GALAXY OF MUSIC, Boston. — 
“ The fact that zon hes a our order for bay a 
ads. in dott By h is evidence that we 
were pleased with the re results.”—James Vick’s 
Sons, hester. Sample and rates free. 


et, DEUTSCHER FARMER. Leofies p 
an agricultural (et ms the i 
ranteed _ een over ting 
Address THE Gehan. ORICU 
TURAL “PUBLISHING CO., 119 Dearborn S8t., 
Chicago, Ill. 
r qeacce publishers. Th By Bowne. 
ewspaper — ers. Three io guasan- 
teed to cure any case. Pay in advertisi: 
= our book, “ Don’t P Tobascs t Your Lie 
Amey,” Mailed free. THE STE G REMEDY 
x 117, Indiana a Mineral oy Ind. 


yet PAPERS. Trade Papers. Complete lists 
a pr all devoted to any of the various trades, 
ions, societies, etc , may be found lin Geo. 
"Howell & hed’ Po = Book for Advertisers,” which 
is sent by mail to an: addres on _ receipt of one 
dollar. “apply to 9. P. ROWELL & CO., Pub- 
lishers, 10 Spruce St., New York. 


b te OUGHT TO KNOW, YOU KNOW. Ifyou 
don’t know that the Galveston NEWS and 





a " ) are - —_ for covering the — 
of Texas an 0’ ou wan 
to k (now all about EX te "i vi co., 
8, Dallas or Galvest« Gal m, Tex. 
DENVzE, Colorado —Geo. —Geo. P powell &Co. of 
New York in their new BOOK FOR ADVER- 
TISERS name the best, most widely —— 


most influential pape rs at each important cen’ 
of ———. or —, ns — ‘whole 
pert Ay ‘or Denver t S paper econ 
on is the DENVER & UBLICAN 


DVERTISING BY STATI STATES: An eight- 
leaflet : conveys concise information about 
the area and population : indicates the newspa- 
pers most valuable for an_advertiser’s use in 
each separate State and Terri ep MR 
with a —— of the United wr 
for five 'o-cent seme A dress. Re ’S 
ADVERTISING BUREAU, New York. 


A= MERICAN NEWSPAPERS printed in Soesign 
languages. Complete lists of German. 
dinavian, French, Spanish, or Portuguese Ln 
fans - the United States, or ~ one — 
any language other =~ Eng! sey be 
und in Geo. P. Rowell & Co for Adver- 
tives” which is sent b; an 4 to any address for 
one dollar. A ply to WELL 
Publishers, 10 ice St., New York, 
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A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pusuisuers. 
Office : No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
One Dollar a year in advance ; single copies, 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, 75 cents a line ; $150 a page ; 
one-half page, $75; one-fourth page, $37.59. 
Twenty-five per cent additional for special posi- 
tions—when granted. First and last page fifty 
per cent additional. Special Notices, Wants or 
For Sale, two lines or more, 75 cents a line. Ad- 
vertisements must be handed in one week before 
the day of publication. 

JOHN IRVING ROMER, EDITOR. 

Every edition exceeds fifty-five thousand 

copies. 


NEW YORK, APRIL 6, 18092. 


SUNDAY ADVERTISING ILLEGAL, 
A GEORGIA JUDGE HOLDS THAT PAY FOR IT 
CANNOT BE RECOVERED, 

Artvanta, Ga., March 21.—Sunday adver- 
tising was to-day declared illegal by Judge 
Clark in a suit brought by George P. Rowell 
& Co. against the Walter Taylor Drug Com- 
pany. In 1889 Walter Taylor, as manager of 
the company, wrote to Rowell for an estimate 
for advertising in a number of Western pa- 

rs. The agency furnished the estimate, and 
it was accepted by him and the advertising 
was published. 

The results were not so great as Taylor ex- 
pected, and he requested Rowell & Co. to dis- 
continue the publication of the matter fur- 
nished. This they declined to do, and wrote 
Taylor that they would continue to publish all 
of the advertising. He refused to pay the bill 
in full when it was rendered, and suit was 
brought for the amount due. 

The case came up before Judge Clark this 
morning. When Judge W. R. Hammond, as 
counsel for Rowell, read the bill furnished by 
his clients, it was found that a considerable 
portion was for Sunday advertising. Judge 
Clark ruled that Sunday advertising was not 
legal, and in consequence could not be sued 
for. 


The above news item appeared in 
the New York Zimes of March 22. 
Only about one-tenth of the amount 
sued for was for advertising in Sunday 
papers. This the jury, by the direction 
of the judge, deducted from the total 
amount of the bill, rendering a verdict 
for the balance. ‘The Sunday newspa- 
per, in its present form, is of compara- 
tively recent growth. It has developed 
of late years into a business enterprise 
of phenomenal size, and with a large 
proportion of business men it is the 
favorite issue of the week for advertis- 
ing purposes. But if the decision of 
the Georgia judge is to prevail it would 
appear that the State is not yet ready 
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to recognize it as a legitimate under. 
taking. 

In some States—of which New York 
is an example—contracts for Sunday 
advertising have been made binding 
by special act of Legislature. In New 
York, Sabbath breaking is a misde- 
meanor punishable by a fine; but the 
laws of 1871 specifically declare that 
“fall contracts or agreements of any 
nature made with the publishers or 
proprietors of any paper dated, pub- 
lished or issued on the first day of the 
week shall be valid, legal and binding 
as contracts made with newspapers 
dated or published on any other day 
of the week.” In Georgia there is no 
such law, but the law of the State in 
which a contract is carried out always 
applies. 

It is also a question whether the 
publishing of an advertisement in a 
Sunday paper can under any circum- 
stances be construed as Sabbath break- 
ing. It is well known that the writing, 
typesetting, etc., for a Sunday paper 
is done through the previous week. 
Commenting on this same case, the 
Atlanta Constitution says: 

Of course, the question has been considered 
by the publishers of Sunday newspapers, and 
their position has been that if the te law 
is to be enforced it would stop Monday papers 
rather than those of Sunday, for the Sunday 
papers are gotten up on Saturday and during 
the previous five days, while the paper issued 
on Monday is the one that requires work to be 
done on Sunday. For that reason newspaper 
publishers held out for a long time against 
publishing Monday papers. Finally Monday 
papers came to be looked on as a necessity as 
much as the telegraph or the passenger train, 


Even now, in many places in the 
South and other localities, papers are 
issued ‘‘ every day in the week except 
Monday.” It is true that in some 
quarters there is a prejudice against 
Sunday papers, but it is very far from 
representing the general sentiment of 
the community. The Sunday paper is 
too much of a fixture ever to be dis- 
lodged, and laws which do not recog- 
nize its legitimacy are out of keeping 
with the spirit of the age and the 
country. 

It is probable that if it should be 
thought worth while, the plaintiff could 
carry the case to the Supreme Court 
and get a reversal of judgment. But as 
the Athens (Ga.) Banner very pointedly 
remarks: ‘* N ow, whatever be the mer- 
its of the case, if a man advertises his 
business on Sunday he ought to pay 
for it. If he doesn't believe in Sunday 
advertising, then he has a right to keep 
his advertisement out of the paper on 
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that day. If a contract is made for 
advertising on Sunday, it creates an 
honest debt which should be paid.” 


NAMING A STORE. 


DaiLy AND WEEKLy HERALD, 
OsKa.oosa, Iowa, March 25, 1892. 
Editor of Printers’ Ink: 

We have a business man in our town who 
wanted us to write you and ask what would be 
a suitable name for a boot and shoe store. He 
said you ought to be able to suggest a name 
that would be just the thing. Itis going to 
be a stylish concern, for the sale of fine goods, 

We would respectfully ask pardon for taking 
up your valuable time, but if you can help us 
out, or satisfy our customer in any way, we 
shall be under obligations to you. 

Tue Heravp, 

Where is the necessity of having 
any ‘‘name” at all? The firm name 
ought to be distinction enough, unless 
there is some special reason for adopt- 
ing another. The “ Lilliputian Ba- 
zaar,” which is the same given by Best 
& Co., of New York, to their store, 
was a happy hit and has no doubt been 
of great service to them in an advertis- 
ing way. They cater to the needs of 
children, and the name is at once so 
appropriate and unique as to fasten it 
in the memory. But a commonplace 
name is more of a hindrance than a 
help. It is necessary to mention in 
every advertisement both the store 
name and the firm name; thus extra 
space is required and an unnecessary 
strain is imposed upon the memory of 
the public, which is capricious enough 
at best. 

Giving a store a distinctive name is 
an old-fashioned custom. Such names 
as ‘‘ The Black Raven,” ‘‘ At the Sign 
of the Red Lion,” ‘‘ At the Sign of the 
Book” occur frequently in the adver- 
tisements of a century or two ago. 
Nowadays names are confined largely 
to liquor saloons and restaurants. In 
the case of the former the reason may 
be that the real owner does not care to 
have his name appear, and it will be 
remembered that in Frank’ Stockton’s 
story, ‘‘The Hundredth Man,” the 
proprietor of a fashionable restaurant 
exhibited a similar spirit of delicacy 
about coming before the public in such 
a connection, ‘ 

Old New Yorkers recall the three 
signs on Chatliam Square: ‘‘ Jacob 
Cohen,” ‘*‘ The Only Original Cohen,” 


“The Only Original Cohen on the p 


Block.” A large dry goods store 
in Brooklyn is called ‘‘ The Univer- 
sal,” but it is safe to say that a large 
Proportion of its customers know it 


under the name of its proprietors. 
Hence, confusion results. ‘The ‘‘ Pa- 
lais Royal ” is the name of a New York 
store, ‘‘ Oak Hall” of one in Boston, 
and innumerable stores throughout the 
country have been christened ‘*‘ The 
Bee Hive.” A famous Paris store is 
the ‘‘ Bon Marche.” ‘‘ The Little 
Church Around the Corner” has be- 
come well known to many people who 
might never have heard of it but for its 
peculiar name. In that case, however, 
there was a story behind the name. 
One retail store is called the ‘‘ White 
House,” the whole outside being 
painted white, which was in itself not 
a bad advertisement. In general, the 
business man will do well to follow the 
advice to the shoemaker and “‘ stick to 
his last”” name, unless there is some 
special reason for doing otherwise. 





To place a summer resort card in a list of 
papers which does not include the Boston Her- 
ald, the New York //era/d, the Philadelphia 
Ledger, the Baltimore Sum and Washington 
Star, would be to place the advertisement be- 
yond the notice of the majority of wealthy 
people in these cities. But none of these 
papers have any special rates to offer agents 
and are almost invariably left out of their 
lists.— Points. 

The above paragraph relates to a 
matter that was made the subject of 
editorial comment in PRINTERS’ INK 
of March 16. Points is inaccurate, 
however, in stating that three of these 
five papers do not allow a commission 
to agents on summer resort advertising. 
The Boston Herald and New York 
Herald each allow Io per cent, and the 
Washington Star 15 per cent. It is 
true that agents do not receive any com- 
mission from either the Baltimore Suz 
or Philadelphia Ledger, and these pa- 
pers undoubtedly lose a great deal of 
business on this account. It is not to 
be expected that agents will canvass 
very actively for papers where they are 
certain not to receive any reward for 
their services. They prefer to have 
people deal with those papers direct. 
‘lhe Baltimore Su and Philadelphia 
Ledger are also ruled out by a good 
many general advertisers because they 
will not accept any electrotypes nor 
permit display. The Ledger, however, 
made a move not long ago which may 
be considered to be a step in the direc- 
tion of progress. It now permits dis- 
lay under certain stringent conditions, 
but it still adheres to the old-time rule 
of not permitting advertisers to insert 
cuts and not allowing advertising agents 
a commission, 
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SUNDAY NEWSPAPERS. 











Marysville, 


A large number of advertisers are of Sonedt, K 
the opinion that the Sunday issues of afi 4 men” S 
newspapers pay better than those of Riverside, Enterprise, J 
any other day in the week. It is un- Sacramento, Record- Union, 7,000 
doubtedly true that they contain more Sunday Leader, 1 

“ee : Salinas, Journal, i 
advertising than any other issue. The San Bernandino, Courier, K 
Sunday papers of the larger cities are San Diego, Union, H 
from two to three times the size of the 54” Francisco, eoaete, 60,000 

= : 2 xaminer, 65,000 
week-day issues, and the increase for Sunday Call, Gan 
the most part is made up of advertise- San Jose, Beteer Times, H 
x ercury, G 
ments. Evidently, the ~_O — Sen tate@tnege, Tue J 
paper has come to stay, and their Santa Barbara, Morning Press, 
number is increasing. The new issue Santa Cruz, Sentine F] 
of the American Newspaper Directory pene Eats, Demecrtt, NS 
shows that there are now 660 papers Vallejo, ’ Times, 4 L 
issued on Sunday. Here is a list of Cutteinie 
them. The letters in the right hand . 74 
. ° : Aspen, Times, 3 
column represent the circulation rating Boulder, Camera, B 
of each, as explained by the key printed Colorado Springs, Sunday ‘Mail, J 
at the foot of this page. Circulations } — 2 J 
given in figures are to be relied upon ~°°Y* Republican, oan 
absolutely, Rocky M’t’n News, C 
Alabama. Durango, | Herald, K 
. Glenwood Sp'ngs, In It, ars 
Anniston, Hot Blast, J Grand Junction, ’ Star, K 
Birmingham, Age-Herald, 8,500 Leadville, Dispatch, K 
cws, : G Herald-Democrat, H 
Sunday Morning Star, 2 Pueblo, Chieftain, d 
Eufaula, Times, Trinidad, Advertiser, 
Huntsville, Mercury, J Sunday Chronicle, K 
obile, News, H El Progresso, — 
Register, G Signal L 
Montgomery, Advertiser, G : 
Selma, quent ‘ J Connecticut, 
imes-Mail, H Bridgeport, Sunday Herald, 14,000 
Tuscaloosa, Gazette, L Hartford, Globe, G 
Journal, H 
Arizona, New Haven, Sunday Register, G 
Nogales, Sunday Herald, L New London, Sunday Globe, _ 
Phoenix, Arizona Republican, J Waterbury, Sunday Herald, 12,000 
Tombstone, Epitaph, K 
Tucson, Arizona Star, K Delaware. 
Wilmington, S. Morning Record _ 
Arkansas. S. Morning Star, : 4,000 
Batesville, Journal, L Sunday Republic, 
Little Rock, Arkansas Gazette, G 
Arkansas Press, 1,75 District of Columbia. 
Pine Bluff, Weekly, i Anacosta, Free Press, K 
California. Washington, Post, 21,000 
. = Chronicle, G 
Eureka, Humboldt Times, K Church News J 
Fresno, Republican, G Hatchet j H 
Sunday Sayings en National Free Press, J 
eGrass Valley, Union, K Republic, H 
Los Angeles, Herald, G Sunday Gazette, H 
Times, 8,500 S. Herald and Nation- 
Sunday World, al Intelligencer, G 
KEY. Florida, 
Exceeding seventy-five thousand..... .... -A Jacksonville, Standard, _ 
Exceeding forty thousand........ épeetanwes B T imes-Union, H 
Exceeding twenty thousand... ............ C Key West, El Yara, K 
Exceeding seventeen thousand five hundred.D Qcala, New Capital, _ 
Exceeding twelve thousand five on No -»-E Palatka, imes, K 
Exceeding seven thousand five hundred.... F Pensacola, News, H 
Exceeding four thousand................. -G Tampa, Tribune, —_ 
Exceeding twenty-two hundred and fifty... -H 
Exceeding eight hundred Georgia, 
Exceeding four hundred. . Albany, Herald, K 
ag or one hundred. News and Advertiser, J 
PN. ccc cveseneiesessceses oss. cccceseme Aametlons, Times Recorder, J 








Athens, 
Atlanta, 





Augusta, 
Brunswick, 
Columbus, 
Griffin, 


Macon, 
Savannah, 


Boise City, 
Hailey, 
Moscow, 


Aurora, 
Belleville, 
Bloomington, 
Cairo, 


Chicago, 


Danville, 
Decatur, 
Jacksonville, 
. 

attoon, 
Moline, 
Morris, 
Murphysboro, 
Ottawa, 


Peoria 


Quincy, 
Rockford, 


Rock Island, 
Springfield, 


Streator, 


Anderson, 
Crawfordsville, 
Evansville, 


Fort Wayne, 








Banner, 
Constitution, 
Mail and Express, 
Sunday Critique, 
Chronicle, 
Times, 

Enquirer Sun, 
Sunday Ledger, 
Sunday Herald, 
Morning Call, 
News and Sun, 
Telegraph, 
News, 


Idaho, 


Statesman, 
Wood R, News-Miner, 
Empire, 


Illinois, 


Democrat, 

News Democrat, 

Sunday Bulletin, 

Sunday Eye, 

Bulletin, 

S. Morning Teleg’m, 

Die Fackel, 

Daheim, 

Tageblatt, 

Listy, 

Denni Hlasatel, 

Sunday Globe 

Sunda Herald, 

Der Westen, 

Sunday Inter Ocean, 

Sunday Press, 

Times, 

Tribune, 

Duch Casu, 

Lutherischer Haus 
Freund, 

Mixed Drinks, 

Pritel Diteck, 

Sunday Argus, 

News, 


Press, 
M’g Herald Desp’ch, 
Morning Review, 
P anee | 

epublic and Sun, 
Sunday Commercial, 
Republican Journal, 

erald, 
Era, 
Sunday Free Trader, 
Sunday Journal, 
Herald, 
Sunday Journal, 
Sonntags Glocke, 
Sunday Transcript, 
Sonntags Post, 
Sunday Herald, 
Sunday Optic, 
Morning Republican, 
Morning Star, 
Union, 
Sunday Journal, 
Ill. State Register, 
Independent Times, 
Tribune, 


Indiana. , 


Democrat, 
Sunday Star, 
Courier, 
Demokrat, 
Sunday Tribune, 
—, 

tandard, 
Gazette, 
—- 

ress, 3,75° 


QOKe | MtKala 


les 


395 


lPolotel || | 8 summer 


1,4 


(oo a ea 


5y 


amu Hs of of 


° 


2,25 


AAG | on 


PRINTERS’ INK. 





Hammond, Tribune, L 
Indianapolis, Indiana Tribune, P| 
Sunday Journal 
Sunday Sentinel, E 
Katholisches Sonntags- 
blat-Spottvogel, G 
Lafayette, Sunday Leader, 32 
Sunday Times, i 
Lebanon, Reporter, 
Logansport, —— Fi 
Richmond, ndependent, 
Register, 
South Bead, imes, 
Post. ~- 
Sunday News, 4 
Terre Haute, Express, 
Vincennes, Commercial, Pi 
Washington, Democrat, 
Iowa, 
Burlington, Hawk-Eye, 5,000 
Carroll Sentinel, iq 
Cedar Rapids, Republican, 
Clinton, ge, K 
Council Bluffs, Nonpareil, H 
Creston, Commonwealth, K 
Davenport, Der Demokrat, gq 
Democrat 
Morning Tribune, H 
Des Moines, Iowa State Register, G 
Leader, H 
Die Sonntags Post, H 
Dubuque, Sunday Herald, H 
Times, 4,000 
Fort Dodge, Chronicle, K 
Fort Madison, Plaindealer, K 
Keokuk, Gate City, H 
Missouri Valley, Times, K 
Muscatine, News-Tribune, K 
Ottumwa, Democrat, R 
Sioux City, Journal, 7,877 
Kansas, 
Arkansas City, Traveler, K 
Atchison, hampion, H 
Emporia, Republican, 
Fort Scott, Monitor, 
Lawrence, Record, 
Leavenworth, Times, G 
Parsons, Sun, J 
Pittsburg, Star, — 
Salina, Republican, K 
Topeka, Nand Capital, 8,000 
‘a sal 
Illustrated Weekly, J 
Sunday Ledger, . 
Wichita, Eagle, 8,64 
Kansas Star, i] 
Kentucky. 
Ashland, News, H 
Covington, Der Sonntagsgast ~ 
Record, — 
Frankfort, Sunday Call, 
Henderson, Gleaner, 
Journal, 
Lexington, Kentucky Leader, 
Press, 
Morning Transcript, 
Louisville, Anzeiger, 
Commercial, ~ 
Courier Journal E 
ritic, G 
Omnibus, G 
Star, 17; 
Truth, = 
Middlesborough, Sunday Critic, 
News, 
Owensboro, Sunday Inquirer, 
Sunday Messenger, A 
Paducah, Standard, 
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Louisiana. 
ong = tll Fag . 
ew ity Item, 7 
Denteche Zeitung, H 
L’ Abeille, H 
New Delta, 11,000 
— — F 

unday States, £3,0 

icapibemeciet, e 
Truth, — 
Figaro. — 
Holy Family, 10,000 

Sunday Sun, 

Shreveport, Caucasian, 

imes, H 
Sunday Telegram, H 
Sunday Times, H 

Maryland. 
Baltimore, American, Cc 
Die Sonntags Post, H 
Sunday Herald, 20,128 
Sunday News, E 
Frederick, Examiner, K 

Massachusetts, 
meng ous, one — 
ton. unday Globe, 146, 

7 Sunday Herald, we 
Budget, H 
Courier, H 
Democrat, 2 
Times, x 
Fall River, Catholic Advocate, J 
Lawrence, Sunday Telegram, H 
Pittsfield, S. Morning Call, J 
Springfield, Sunday Republican, 8,000 
Worcester, Sunday . ‘ H 
Sunday a 11,439 

Michigan, 
Bay City, Sunday Times, G 
Tribune, H 
Detroit, Sunday Critic, — 


Sonntags- Blatt Der 
Detroiter Abend 


Post G 
Sunda News, ¢ 
Free Press, Cc 
Sunday Sun, 30,000 
Angelus, G 
Sonntags-Herold, H 
Sunday World, Cc 
Flint, Sunday Democrat, J 
Grand Rapids, S. Morning Eagle, H 
florning Press, — 
S. Telegram-Herald, H 
Kalamazoo, Gazette, J 
Marquette, Sunday Times, _ 
Muskegon, Morning News, 1,700 

Red Jacket, Paiwan Untiset, 
Saginaw, Courier Herald, H 
Tagsblatt, K 

Minnesota. 
Duluth, News, 3,000 
Sunday Tribune, H 
Hastings, Gazette, L 
Minneapolis, Sunday Times, D 
Sunday Tribune, D 
St. Paul, Globe, : 
Pioneer Press, 18,500 
Minnehaha, 3 
Mississippi. 
Columbus, Dispatch, K 
eridan, News, J 
Natchez, Democrat, y 
Vicksburg, Commercial Herald, J 
Missouri. 

Butler, Democrat, L 
Carrollton, Democrat, K 
Carthage, Democrat, K 
Charleston, Enterprise, — 


Fulton, 
Hannibal, 
efferson City, 
oplin, 
ansas City, 


Gazette, 


S. Morning Journal, H 
Tribune, K 
S. Morning Herald, 1,100 
Sunday Journal, Cc 


Der Pionier, 


Times, 38,000 
Sunday Sun, 44,946 
St. Joseph, Gazette, G 
Herald, 6,500 
St. Louis, Amerika, F 
Anzeiger Des West- 
ens, 19,000 
Die Westliche Post, E 
S. Star Sayings, Cc 
Globe Democrat, 65,000 
Republic, Cc 
Tagebiatt, H 
Tribune, H 
Advance, 
Critic, d 
Sunday Mirror, - 
Sunday Watchman, J 
Sedalia, S. Morning Bazoo, 
Morning Gazette, 
Springfield, Morning News, 

Trenton, Sunday Tribune, ~ 
West Plains, Gazette, L 
Montana, 

Butte City, Semi-Weekly, J 
Heiena, Independent, H 

— G 
Miles City, fellow Stone J’rnal, L 
Missoula, Morning Missoulian, K 
Nebraska. 
Blair, Borne Bladet, _ 
Columbus, Sunday Telegram, K 
Grand Island, Times, L 
Lincoln, Call, H 
Neb, State Journal, E 
Nebraska City, Nebraska Press, K 
Norfolk, ews, 600 
Omaha, Bee, 255772 
World-Herald, 17,490 
Nevada, 
Carson City, Morning Appeal, K 
News, — 
Reno, Nev. State Journal, kK 
Territ'al Enterprise, J 
New Jersey. 

Atlantic, Review, K 
ent, J 
Sunday Gazette, K 
Bound Brook, Democrat, - 
Camden, Sunday Review, J 
Newark, Tribune, H 
Der Erzaehler, F 
Times, aa 

Der Beobachter arm 
Passaic, H 

Newarker Sonntags- 
blatt, H 
Sunday Call, 20,000 
Sunday Standard, H 
New Brunswick, Middlesex Mail, J 
Paterson, Sunday News, J 
Volks Zeitung, a 
Phillipsburg, N. J. Telegram, - 
Post, - 
Trenton, Sunday Advertiser, 7,000 
Sunday Press, 3,919 
Union Hill, Hudson Co, Disp’h, K 

Union Hiller Sonn- 
tags Journal, L 

New Mexico. 

Albuquerque, S. M’ing Democrex, J 

El Defensor Del 
Pueblo, K 


Las Vegas, 


Revista Catolica, K 
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. New York. Eolcigh, ote Chronicle, 
H : A F ilmington, Messenger, 
K pd Fae ad Press, E Morning Star, 
c gooasens Jowsnal, 2,000 North Dakota. 
unday Telegram, 55,000 p: . 
. Brooklyn, Der Long Islander," G famarcks } 5 
6 Eagle” . Grand Forks, Sunday Plaindealer, K 
4 Catholic Youth, G Ohio, 
; Ne b Akron, Sunday Republican, _ 
Buffalo, ourler, p Canton, Sunday Herald, K 
| ay Pine = |. Chillicothe, Goosetown Astonisher, — 
: sarc | teed Cincinnati, Anzeiger, H 
Illustrated Express, 379319 Zeitung, G 
: anny Commercial Gazette, ° D 
Sunday Times, 19,448 Enquirer, Cc 
Die Sonntags Post, — Freie Presse, F 
; meena Truth, 18,42 Westliche Blaetter, D 
Corning, — . bis Der Sonntagmorgen, G 
Elmira, Summary, | Cleveland, Anzeiger und Deutsche 
Telegram, A Diese G 
Spemter=. Sun, H cae D 
ewburgh, Sunday Telegram, H Pintadinalies Cc 
New York, Advocate ms Wacchter am Erie, F 
Cour’r Des Etato Uni s € World, 
Herald, B ay 77.5 
Nedelnj Hlas Lid Sun and Voice, 
edelni Hlas Lidu, J Columbus, Ohio State Journal, 16,500 
Il Progreso Italo- } sec ami 
. . ’ 
Americano, F Der O. Sonntagsgast | 
L’Eco D’Italia, G Little Crusader, nt 
Morgen Journal, E Sun’y Morning News 
Sunday Advertiser, -_ and Telegram -H 
Morning Journal, B Sunday World , H 
. ’ 
Sunday News, B Dayton, Sunday World; ian 
Sonntags Blatt Der Defiance, Crescent J 
So enanny Rage ar xo os Findlay, Sunday Herald, _ 
S pier tm richten, E Mansfield, Sunday Herald, J 
New York —" Sandusky, Sunday Register, J 
~~ 4B “A. - ad Springfield, Sunday News, 6,500 
poe -- achter B Steubenville, Sunday Life, J 
N om Senne Toledo, Commercial, G 
Nedelni NewYorske Sunday Journal H 
. § ‘ 
Ss rey | ; 2 Warren, Tribune, _ 
Ree at — Youngstown, Sunday Morning News, G 
a? sie A Zanesville, Sunday News, J 
Times, B Oklahoma (Territory). 
——” 2 Guthrie, News, J 
ori, N : Oklaho. State Capital, H 
crimes, if a 
Der SMongenstern, H Oklahoma City, Times-Journal, K 
Dispat tch, D Oregon, 
Illust’d Sonntagsblatt, F Albany, Morning Herald, K 
People, ; = Sunday Telescope, _ 
Sunday Courier, H Astoria, Morning Astorian, 500 
Sunday Democrat, E Baker City, Morning Democrat, K 
Sunday Mercury, A Portland, Sunday Oregonian, 19,440 
Sunday Tablet, G Salem, Oregon Statesman, J 
S. Times & Mes’n’s’r, G $ 
S. Union & Cath.Times, G Pennsylvania, 
Poughkeepsie, Sun, — Altoona, Sunday Graphic News, H 
Sunday Courier, 7,000 Bradford, Sunday Morning Star, J 
Rochester, Sonntagsblatt, 2 Sunday News, H 
Sunday Times, x Columbia, Volksblatt, 810 
Sonntags Journal, H Easton, Sunday Call, H 
S. Morning Herald, F Erie, S. Morning Gazette, J 
Sunday Star, F Graphic, H 
Saratoga Springs, Saratoga Union, J Sunday Globe, J 
Syracuse, Herald, G Harrisburg, Telegram, 110,664 
Sunday Standard, G Lancaster, Sonntags Journal, 
Syracuse, Sunday Times, F McKeepsport, Sunday Herald, 
‘roy, Northern Budget, C Philadelphia, Sunday Item, 184,490 
Observer, — G Inquirer, 
Utica, Sunday Tribune, G ress, 96.323 
Yonkers, Westch’er Co. Courier, — Record, 941303 
So blatt 
North Carolina. — wd B 
Asheville, Morning Gazette, - Mercury and Siftings, F 
Banner, -_ Sonntags Journal, H 
Charlotte, Chronicle 1,800 un, ? F 
Raleigh, News and Observer, J Sunday Dispatch, F 
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Philadelphia, S. Mail and Express, — 
Sunday Transcript, H 
Sunday World, H 
Taggart's Times, D 
Pittsburgh, Dispatch, 61,131 
Leader, 
ress, 
Katholisches Familien- 
latt, H 
Reading, Die Biene, J 
Eagle, 59550 
Pa, Telegram, 4 
Scranton, Republican, G 
Tribune - 
Sunday Free Press, G 
Sunday News, H 
Shenandoah, Sunday Morning News, J 
Titusville, Sunday World, f | 
Wilkesbarre, S. Morning Leader, H 
Sunday NewsDealer, G 
Pennsylvania Grit, 52,415 
Rhode Island, 
Pawtucket, Sunday Tribune, _ 
Providence, Sunday Telegram, E 
Sunday Journal, 10,500 
Sunday Dispatch, G 
South Carolina, 
Charleston, Sunday News, G 
Columbia, Register, J 
. State, — 
Greenville, News, J 
South Dakota, 
Aberdeen, News, J 
Deadwood, Black Hills Times, J 
Pioneer, J 
Mitchell, Republican, K 
Rapid City, —* K 
Sioux Falls, azette, _ 
Press, H 
Yankton, South Dakota Journal, L 
Tennessee, 
Bristol, Courier, K 
Chattanooga, Sunday News, G 
Sunday Times, G 
Argus, H 
ipane, Tribune Sun, J 
noxville, ournal, H 
Tribune H 
Sunday Sun, z 
Memphis, Appeal-Avalanche, S 
Commercial, 7,562 
Sunday Times, G 
Nashville, American, x 
Herald, G 
Texas, 
Austin, Statesman, H 
Belton, News, . 
Brenham, Banner, K 
es Christi, Caller, _ 
Dallas, News, G 
Denison, Dispatch, J 
Sunday Gazatteer, 2g 
EI Paso, Sunday Herald, 4 
Fort Worth, Gazette, 8,500 
Gainesville, Hesperian, K 
Galveston, News, G 
Mercury, J 
Houston, Post, 7,000 
Texas World, _ 
Laredo, El Correo de Laredo, — 
El Mundo, K 
Paris, Herald, _ 
News, J 
San Antonio, Express, F 
Texarkana, Interstate News, K 
Velasco, Times, — 
Waco, Day, J 





Utah, 
Ogden, Standard, 
Park City, Miner, 
Salt Lake City, Salt Lake Herald, 
Salt Lake Tribune, 
Vermont, 
Rutland, Sunday News, 
Virginia. 
Danville, Register, 
Lynchburg, News, 
Lynchburg, Virginian, 
Norfolk, Landmark, 
Virginian, 
Portsmouth, Progress, 
Richmond, Virginische Zeitung, 
Dispatch, 
Sunday Times, 
Der Sueden, 
Roanoke, Herald, 
Times, 
Sunday Critic, 
Staunton, ews, 
Washington, 
Fairhaven, Herald, 
New Whatcom, Reveille, 
Olympia, Morning Olympian, 


Port Townsend, 
Seattle, 


Spokane, 
Sprague, 
Tacoma, 
Walla Walla, 


Morning Leader, 
Post Inteiligencer, 
Telegraph, 

Tribuene & Washing- 
ton Staats Zeit- 
ung, 

Review, 

Advertiser, 


Every Sunday 
M’g Union Journal, 


West Virginia. 


SaAll A 


co 
n 


ODMR OO, 


Charleston, Gazette, 
Huntington, Times, 
Sunday Gazette, 
Wheeling, Sunday News, 
Sunday Register, 
Wisconsin, 
Ashland, Sunday News, 1,100 
Chippewa Falls, Independent, K 
Eau Claire, Leader, 
anesville, Recorder, 
a Crosse, Morning Chronicle, } 
Madison, Democrat, 
Milwaukee, Telephon, H 
Herold, F 
Vorwaerts, H 
National Reformer, g 
Sunday Sentinel 
Americanisches Turn- 
zeitung 4 
Arminia, : oe 
Freidenker, 2,369 
Kinder Post, rae 
Volksblatt, 
Yenowine’s Ill. News, 16,000 
Young Churchman, a 
Oshkosh, Sunday Times, H 
Racine, Slavie, G 
Sheboygan, Journal, K 
ShulJsburgh, Southwestern Local, K 
West Superior, Sunday Leader, J 
Inland Ocean, 2,250 
Wyoming. 
Cheyenne, Leader, 700 
Sun, K 
British Columbia, 
Vancouver, News-Advertiser, 1,400 
Victoria, Colonist, 2,000 
Ontario, 
Chatham, Planet, | J 
Joliette, La Famille, - 
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THE REVIEWER. 


I observe that the advent of the cir- 
cus—of course I allude to the circus— 
is again being proclaimed by portraits 
of the only Barnum, although that re- 
doubtable showman has now been dead 
about a year. Here we have, truly, 
the acme of success in advertising a 
trade-mark. Barnum’s features have 
to everybody a meaning that the most 
picturesque poster fails to convey. 
That familiar face suggests tumbling 
clowns, wild acrobatic performances, 
ring-riding, and ‘‘a wonderful aggre- 
gation” of curiosities — brute and 
human. So we may expect to see the 
Barnum portrait in newspapers, in 
show-windows and on fences for years 
yettocome. Itis good advertising ! 


*  * 
With the shrewdest and most suc- 
cessful advertisers ‘‘ type-torturing ” is 
not a popular means of attracting at- 
tention. The device shown below, 
however, does not seem to be objec- 
tionable from this stand-point : 


c 6c 

—E €E 
CELLULAR 

> & 


UU 
CELLULAR 
A A 
R R 
AERTEX SHIRTS 


Unlike most devices of this charac- 
ter, it is legible, and is also suggestive 
of the peculiar weave of these shirts. 


* 
* * 


I do not know how much current dis- 
cussion of the subject may have had to 
do with it, but I hear that it is a fact 
that a well-known weekly paper has 
decided to discontinue all of its off- 
color medical and other so-called ‘‘ ob- 
jectionable”” advertisements. The pa- 
per referred to is the Utica Saturday 
Globe, and the contracts cancelled for 
this season, I am informed, amount to 
some $20,000, 

« * 

Apropos of current discussions of 
Sunday advertising, its legitimacy and 
its value, I am informed that in the 
course of an after-dinner speech Mr. 
Fowler, of the Potter Drug & Chemical 
Co,, recently stated that the advertising 
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career of his house was based on the 
Sunday paper. The first advertise- 
ment appeared in the Sunday edition 
of a New York daily, and it paid so 
well that they developed the field. thor- 
oughly until Cuticura has come into its 
present prominence as an advertised 
article, 
* 
* ” # 

A correspondent invites my attention 
to what he dubs ‘‘ the immaculate gall ” 
of the man who makes use of the fol- 
lowing advertisement : 


LADIES, LOOK! 


WILTON'S 












2 No 
Ge. 
In justice to Mr. Wilton, I should 
state that this is only a section of his 
complete advertisement, and the line 
‘*Ladies, Look!” really applies to his 
wonderful assortment of goods, al- 
though it is not impossible that he may 
have had in mind the double meaning. 
«*% 

From current advertisements, I 
gather that a well-known advertiser— 
the H. O. concern—is shortly to begin 
the publication of a magazine called 
Food. It would appear that they have 
found newspaper advertising so wholly 
satisfactory that they will use the same 
methods in pushing their new publish- 
ing enterprise. 





85 Main 


ne 





i 

TEN times more goods would be 
sold during dull times if dealers made 
the usual busy season selling effort.— 
N.C. Fowler, Jr. 








WuAT steam has done for the me- 
chanical world, printers’ ink is doiag 
for the mercantile world—revolutioniz- 
ing methods and broadening the possi- 
bilities. —7he Walker-Stetson-Sawyer 
Company. 
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Correspondence. 
CUT PRICES. 


Tue Mempuis CoMMERCIAL, 
TENNESSEE, March 21, 1892. t 
Editor of Printers’ Ink: 

The circular printed in a recent issue of 
Printers’ INK, as emanating from James 
Means & Co., giving pointers for benefit to 
local dealers in making contracts with news- 
papers, present some interesting features, as 
viewed from a professional standpoint. 

The circular states that when a publisher 
gives a rate for an advertisement he will prob- 
ably charge about double what he intends to 
take, This is doubtless true of many pub- 
lishers, but certainly not of those with es- 
tablished and known circulations, 

Some publishers multiply their actual circu- 
lation by four and, basing their rates for 
advertising on this false claim, accept almost 
any price offered them. Even then the ad- 
vertiser generally gets the worst of the 
bargain. 

If Means’ circular had been something like 
this it would have been more to the point: 

“If your publisher is a man of truth and 
veracity, ask him frankly what his circulation 
is and he will tell you. Advertising, like any 
other commodity, has a known value, and 
once the circulation is established the rest 
naturally follows. If your publisher is not a 
man whose word can be trusted avoid him as 
you would any other dishonest dealer.” 

Advertisers are largely to blame for the 
er and unbusincsslike way many of 
the publishers have. Let a dishonest news- 
paper publisher be shunned as a dishonest 
and tricky ——_ would be shunned, as a 
grocer who sells short weight would be 
shunned, asa merchant whose measures are 
not correct would be shunned, and we would 
soon have a better feeling among advertisers 
towardsthe newspapers and a loftier plane 
for doing business by the publishers. 

There are to-day in the United States 
ome 4 of papers whose publishers are men of 

onor and whose honesty can be implicitly 
relied upon. Suppose the advertiser refuse to 
do business with any other. The disease is 
simple. The remedy absolutely safe. 

. E1sentorp, General Manager. 








A POSTMASTER SPEAKS. 


UnirTeEp States Post Orrice, ’ 
Beprorp, Pa., March 23, 1892. § 
Editor of Printers’ Ink: 

Sir—About a year ago, as one of the editers 
of the Bedford /nguirer, realizing the value 
of Printers’ Ink as an educational means in 
the “tart preservative of all arts,’’ I entered 
into an arrangement with the publishers for a 
dozen copies, to be sent one year to a dozen 
merchants in this place. It was a business 
transaction. I paid for the papers and the 
merchants got them, and at the end of the 
year, the order not being renewed, the papers 
were stopped. This I know to be truc, be- 
cause as postmaster I am aware that only four 
copies come to this office now, and they come 
to persons who appreciate the periodical so 
highly that three times the amount of the 
present subscription price would not induce 
them to discontinueit. I refer to this to show 
that Printers’ Inx is not forced upon any- 
body, but that it is only sent tor ke length of 
time that the equivalent is furnished. I look 
anxiously for its coming every week. I take 
it with me to the dinner table on the day of 
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its arrival, and when I have thoroughly read 
and studied its pages | file it away for future 
reference. 

As a postmaster taking the United States 
Mail, published solely in the interests of 
fcurth-class postmasters, | want to enter my 
protest against the unjust fling made at Print- 
ERS’ Ink in its fight for justice before the 
Post- Office Department. The Department 
is making a mistake in refusing Print- 
ERs’ INK entrance to the mails at pound 
rates, Dozens of periodicals come to this 
office as sample copies that are not fit to go 
into any man’s family, They are “snide” in 
the broadest meaning of the word. The pub- 
lishers talk about their million subscribers in 
order to fill their pages with the “ snidest” of 
‘“‘snide” advertisements, Out of all the 
papers of this class that come to this office, I 
do not know of one that has a bona-fide sub- 
scriber here. Printers’ Ink is an educator 
in the highest art known to man, while many 
of these publications that are entered as second 
class are positive hurts to society. 

raternally yours, 
Benj. F. Mann, P. M. 








WHAT PUBLISHERS DO THIS? 


Tue Youtn’s Leaver, t 
New Haven, Conn., March 16, 1892. § 
Geo. P. Rowell & Co.: 

We have recently learned that the publish- 
ers of certain papers of low subscription price 
print the copies they send to advert.sers and 
agents on better paper than is used for sub- 
scription and sample copies. Lest we might 
suffer by reason of the natural doubts sach 
practices must give rise to in the minds of 
agents and advertisers, we desire to put our- 
selves on record now as having never used 
but one quality of paper for any issue of the 
Youth's Leader. 

We want your patronage on facts and fig- 
ures, not on deception and bluff. 

Yours very truly, 
LEADER Pus.isHinG Co. 
HOPES FOR A SIMPLIFICATION OF THE 
LAWS. 


Tue Unitrep States Mutua AccIDENT } 
ASSOCIATION, , 
New York, Feb, 11, 1892. J 

Editor of Printers’ Ink: 

Right convenient to my hand I havea file 
of Printers’ INK complete with the excep- 
tion of the first volume, and two or three 
numbers of the second, the absence of which 
I deeply regret. 

I cannot understand why the Post-Office 
Department should refuse to enter your peri- 
odical at second-class rates, but this is not the 
only thing that I cannot understand about the 
rulings of the P.O. Department. I have had 
some experience with them myself and can 
assure you that I am heartily in sympathy 
with you in the plucky fight you are making. 
I trust that it will result in a simplification of 
the postal laws, not only as regards news- 
papers, but in other respects. 

Yours very respectfull 
Benj. C. Mavis, 
Sec, and Gen. Manager, 








VIEWS OF A CHICAGO ADVERTISING 
AGENT. 


T consider PrinTers’ Inx the most valuable 


of all the “class”? or “trade” journals pub- 
lished in the United States, R,S, THAIN, 
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Miscellanies, 





THAT TARRED FEELING, 
—/udge. 


Ladies’ Press Club Official—What 
has become of all the members ? 

Second Official—Don’t you know it is ladies’ 
reception day at the men’s Press Club?—7ke 
Club. 


Enterprise (theatrical agent to busi- 
ness a0 pe Your place is afire and will be in 
ruins. What will you take for the exclusive 
privilege of pasting my posters on the debris? 
—Judge. 

In the Snail in Distress Office.— 
Visitor: I wish to see the editor. 

Office Boy—You must wait a while. The 
staff prayer-meeting is going on just now.— 
Town Topics. 


Where He Came In.—Stranger: 
This is a dead town. 

Editor—Yes. 

Stranger—How do you manage to make a 
living out of it? 

Editor—I'’m coroner.—Z£x. 


A weekly exchange says: ‘‘ He fell 
from the sca’ old and seriously broke his neck, 
dying instantly.” ‘This reminds us of another 
item in an esteemed exchange: ‘‘ When the 
doctor arrived the man was dead, and he left, 
after pronouncing his wounds "fatal.”—At 
lanta Constitution. 


He Was Well Off.—“* Yes, sir,” said 
Chumpley, excitedly ; : “I’m going to adver- 
tise that I won’t be responsible for debts my 
wife contracts, for she has left my bed and 
board.’ 

“What are you kicking about ?’’ demanded 
Snodgrass. ‘* You ought to be thankful she’s 
left you that much,” —Zown Tofics. 


Editor Weekly Sewer—Now, I want 
aman of good imagination to bring me a col- 
umn or so of matter each week, concerning the 
petty quarrels and scandals that are alleged to 
occur at the various clubs, Do you think you 
could manage it? 

Applicant for position—Yes, sir ; T enjoy the 
acquaintance of every club w aiter in the city, 

—The Club, 


Too Ambitious.—City Editor: How 
is this? pened sthe matter? You have only 
written a couple of sticksfull to-day. 

Reporter—Well, I saw in a paper this morn- 
ing that Howells ‘thinks 250 words isa suffi- 
cient day’s work fora literary man. There’s| 
275 words there. 

City Editor—Yes, but you are — a literary 
man, You are only areporter, We have no 
use fora literary man, You are Pra bees _ 
Texas Siftings, 
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Drunk, or Crazy.—Sub-Editor (ar- 
riving late) : Say, Bobby, is the editor up- 
stairs ? 

Bobby (office boby)}—Yep. Drunk asa biled 
owl. 

“Eh! How do you know?” 

“He jest tole me to run around to the thea- 
ter fer two seats fer him, and confidentially) he 
gave me the money to pay fer ’em.”—Street 
& Smith's Good News. 


Trouble Between Editors,—Country 
Editor: I see there isa very rancorous row 
between two New York editors. Such rows 
are neither interesting to the public, nor are 
they journalism in the better sense, 

Assistant Editor—I notice that the editor 
of the Bug/e has a bitter attack on you this 


morning. 
Editor—Is that so? The _pusillanimous 
blackguard! I'll show him up in to-morrow’s 


paper as the most audacious scoundrel on the 
face of the earth, He is a poor, slimy, corpse- 
faced creature, a malignant old hyena, an in- 
sinuative whiffet.— Texas Siftings. 





We Write Ads. Weston & Smith, Wash., D.C. 


NOVELTIES for Publishers and Novelty Deal- 
ers. P. O. Box3046, Boston. Send for Catalogue. 


oc AGENTS secured Tee students 2 
using THE COLLEGE-MAN, New Haven, 


AD” DRESSES to let direct from letters. Goop 
J. H,. GOODWIN, 1215 Broadway, N. _ 


? NAMES, New @nea. 1000 for 25c, 
AGENTS Western Mail Agency, St. Louis, Mo. 


G'SERPLSAMQEO" PRINTERS 
PIANOS, Beri F'veis, Wabeien et 
PATENTS &:;..5 bee Be ene 
NEWSPAPERS sits. 


WOOD ENS" Staig 
HEALTH HELPE Brea DYE, Ba ai 


bath S000 Taonth monthly. "“fenpie Fron TRY T! 


THE EVENING JOURNAL, 


JERSEY CITY. J. Circulation, 15,500, 
Pa N ty say it pays. 


You know a good thin ng 
when you see it. Send 2c. stamp for chromo “ 
lage School.” Spencerian Pen Co., 810 B’way, N.Y 


aan Francisco Bulletin 
gest evening circulation in California. 
High character, pure tone. family newspaper. 


rtoon-Portrait proposition will in- 
= every live ellitar and please the 
mical, Proofs 















































ost free 
“ ae HARPER, Columbus, 0. 


I 
Lic ee we (> yertisers. 


Oe NION . "Now Cork. 


Portraits—Made to order from 
Photos. Cheapest newspaper cuts 
made. Send for proofs. CENTRAI. 
emu PRESS ASSOCIAT’N, Columbus, O. 











Do + Yo You Want Agents? 
T have sent so far to $5,000 Fost-oioes Sor the 


names of ene | tor 
ticulars. 


Send vr 
MEAD, Vin Winelands N ° 
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BOSTON. i » Dyer, yh A Ot: 4. such 


clients wanted. SPROUL, 658 Wash’ton St. 


The Youth’ ‘5 Leader, 


Gens olroulation of oat 0, 5000 20 c optonent monthly. 
vertising, 30 cents per aga’ 


San Francisco Call. 
Established 1853. 
Daily, 56,759—Sunda: 








The Leading  epaper of The P Piretile Coast | j 


in Circulation, Character and Influence. 





PRINTERS’ INK. 


150 Weekly Pupers—ti4 lines 
810.50. Send for tor List. a 


L, CRANS, . 10 Spruce & 8t., N. N.Y, 
Thinking _ 
A Thought 


will do no good uniess 
you act. Convince 

ourself that we give 
high rized 







pr magazine 
vertising at news- 
per rates. We fur- 





Men vie Advertice, and need a new idea, 
now and th find a valuable assistant in 


appli i at once. 


? 
To Those Who Don’t Know: 
I write ads; don’t draw them. Haven’t a pic- 
ture gallery, and don’t send samples around for 
pos oose from. What you get from me 
8 strictly original, and for yourself alone. You 
pay only for what you get. E. A. WHEATLEY, 
Chicago, Ill. 








For holding Papers, Letter 
Files, Anything. Clean, 
Light, ‘Strong, Portable, 
Cheap. In use all over U.S 
Send for Srvog and testi- 
monials. ST. LOUIS WIRE 
RACK CO., St. Louis Mo. 


$22. FIRST-CLASS CUR- 








TAIN DESK. _ Four 


BOARD JOURNAL 
Nassau St., New tom 








we e are ready to place our patented 


Typewriter for Young People 


on the toy market, to retail at 25 CENT 
It naa neater work than any other cheap os: 
rtaining, useful, 


n alone before ae holida: ~ L begins, 
xclusive privilege to supply the retail toy trade 
will be placed with one wholesale house in New 
York, Philadelphia, Boston and Chicago. Must 
be able to ere and handle a Chivag large busi- 
ness only. Also the privile; during 
World’s Fair. Sample mailed 25c 
MATTOON & CO., Mfgrs, Oswego, N. Y. 
Needing more space to accom- 
modate Advertisers, handsome 
new Nonpareil ‘Type has been 
put in use in 








alt feet long. 
stock an: o = 
American Desk & Seatin ating Co a 
0-272 bas 4 Av., C 


Dodd's aarwrunine Acie’) Boston, * 


Send for Estimate. Pal 
‘Sit 



































“RELIABLE DEALING. CAREFUL SERVICE. 


7” LOW ESTIMATES. ~#3 
STUDY LAW 
AT HOME. 
Take a Course in the 


Sprague Correspondence 
School of Law. (Incor- 
porated.) Send ten cents 
(stamps) for particulars to 

J. COTNER, Jr., 


Sec’y, Detroit, Mich. 














The Agricultural Monthly of Seuget Circu- 
lation West of the Alleghenies. 





YOUR LIST IS LACKING WITHOUT IT. 


OUR ADVERTISERS TELL US 


that, for the money, we give ee ~ cash results 
than anything they -_ — Ta ag of our cus- 
| org says he has rec live agents 

om our journal, THE. ‘FLORENCE ADVER- 
TISER: than from = ——- list of 1,000,000 cir- 
culation. This is n strange. 


Every Copy a to Live Agents. 


32,000 
Rustling agents reached with our May issue. 
Write now for sample copy and rates. Proved 
or no pay. 
THE ADVERTISER PUB. CO., 











312 Whitney Block. 


Florence, Mass, 





H OME-MAKER Feserstea chavo,” the strongest So sat come ae ny 1 


nown. Send for copy the new HOME-MAKER « and t adverti 





sing rates. 44 E. 14th 8t., N. ¥. 





Why Is It ?--That 


FARM-POULTRY 


HAS A CIRCULATION bd 


OVER Se. 000 MONTHLY 
issue? Why have old experienced 





Why, 


e 
advertisers isers continued in in it since it was foundedia and ae use a whole page 4 a time 
ANSWER: It , Daze o nt 3 it will pay to reac 


any one who wishes to Fie in the 


suburbs of large town ages and live farmers who have money, and spend it for reliable goods. 
No others we. * Gver on 


e-half of our readers are women ; 


eads of families. 


SAMPLE COPY AND RATES, ADDRESS 


S, JOHNSON & CO., 22 Custom House St., Boston, Mass, 




















A Thousand Newspapers 


A DAY ARE READ By 


. . 
The Press Clipping Bureau, 
ROBERT & LINN LUCE, 
103 Milk St., Boston, Mass. 
H F Business houses, 
that want earliest 
news of construction; 
Supply houses, that want addresses of 
bable customers; 
Sixty class and trade papers; 
Public men, corporations, professional 
men, who want to get news, see what is said 
of them, or gauge public opinion. 








. 
RIPANS TABULES e 
regulate the stomach, liver @ 
and bowels, purify the @ 
‘e and effect- © 
ual. The best general fam- @ 
ily medicine known for @ 





of Appetite, Mental Depression, Painful Di- 
on, Pimples, Sallow Complexion, Tired 
eeling, and every symptom or disease re- 
wulting from impure blood, or a failure by 
the stomach, liver or intestines to perform 
their proper functions. Persons given to ¢ 
overeating are benefited by taking a 
TABULE after each meal. Price, by mail 
1 gross #i 1 bottle, 15c. Address THE 
RIPANS CHEMICAL CO., 10 Spruce St., N. Y. ‘ 
Agents Wanted; EIGHTY per cent profit. 





Cut this advertisement out and show it ¢ 
to your nearest druggist. If he has not the 7 
TABULES in stock write and tell us his ¢ 

r 
: 
r 


name and address and exactly what he said, 
and we will send you a sample bottle free. 

















¢ PRINTING >) 
INKS 


EXCHANGED FOR 


© ADVERTISING ° 
SPACE |» 


For Price List see page 252 of Printers’ INK 
for February 17. 


Newspaper Publishers wishing te 
contract for a roan supply of 
NEWS INKS 

















or 
a pale cares 
an n vertising space, 
whelly or in part, are asked to 
address 
W. D. Wilson Printing Ink Co., Ltd., 


10 Spruce Street, New York. 
PRICE LIST FREE ON APPLICATION. 


PRINTERS’ INK. 
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The Universal Verdict 
of Advertisers. 


“ 


ALLEN’S 
LISTS 
‘* Beat 


Them AII.”’ 


The shrewdest and most successful 
advertisers know, from actual tests and 
records, that ALLEN’S LISTS not 
only stand at the head, but bring more 
business, in proportion to their cost, 
than any other mediums. 








High Grade Watches, Jewelry, Dia- 
monds, Etc., No. 493 Washington St., 


Wasan Watcu Co., 
ass., March 30, pe 


Boston, 
EZ. C. Allen & Co., 
Augusta, Maine: 

Gentlemen—Our repeated experience with 

Allen’s Lists has led usto believe that no other 
publication or list in this country has sucha 
wide circulation among a good class of read- 
ers, or brings to the advertiser more satisfac- 
“— returns, 
_ Our ads, have appeared in many leading 
journals throughout the country, but we must 
say Allen’s Lists ‘‘beat them all,” having 
brought us on an average of equal circulation 
Jour replies or ordersto any other journal's 
one, while several others claim a million. 

We have noticed, too, especially from the 
Western and Southern States, that the class 
of people brought us by your journals, are 
more reliable, and general y moot and pay 
for goods when ordered C. O. D. 

We are more than satisfied with results, and 
commend your lists to all advertisers who de- 
sire to reach a good class of people. 

Very respectfully, 

(Signed) Wasan Watcu Co. 

Advertise in the MAY issues of 
ALLEN’S LISTS, and your returns 
will roll on, far into the summer. If 
you would do a profitable business all 
summer, see that your ad. is in these 
most profitable of all mediums, If 
you haven’t an annual contract, will 


you not be wise to make one at once ? 
Forms close for May issues April 18. 


E. C. ALLEN & CO., 


Proprietors of Allen’s Lists, 
AUGUSTA, MAINE. 


















PRINTERS’ INK, 


Che Christtan- Advocate. 


Official weekly metropolitan newspaper of “ The Methodist Episcopal Church.” Circulation, over 
$0,000 guaranteed. We invite correspondence from advertisers who would like to reach our 
people, and whose advertisements would be appropriate for a religious family journal. Addregs 
< HUNT & EATON, Pablishers, 150 Fifth Ave., Cor. 20th St., New York, 


THE NEW YORK LEDGER 


The Great National Tlustrated Family Journal of America. A Weekly Magazine of 
the Highest Class. THE Medium for Reaching the Best Families in Every Town and 
County in the United States. 

ROBERT BONNER’S SONS, Publishers, Spruce and William Sts., New York. 


« AHEAD OF . 7 
THEM ALL!” ¢ Comfort of Augusta 


A with its 





















— Nar TIILLION A 
By WH SS MONTH. 
4 4 Alb ‘Hit Space at the Agen 


~ THE GANNETT & 
Morse CONCERN. 
W. T. PERKINS, 
. N. Y. Manager, 
23 Park Row, N. Y. 


—, os ss 
aio = “Ifyou put it in 
<a ut SS ie COMFORT 


"3 ; = atacnach n it pays!” 


WORKERS IN WORDS; 


Moulding ideas; welding facts, smelt- 
ing sentences ; shaping phrases into well 





proportioned advertisements. 


A stamp will make ‘* Our Idea of It’’ yours, 


ROBINSON-BAKER 
Advertising Bureau, AD=S|] | ITH S. 
107, Pulitzer Building, N. Y. 


We place advertisements—anywhere. 





| ~ 
Lo GET 
Goon Hibvertisine 


GQ ok WRITE TQ 


ROWELLS ADVERTISING 


BVREANY, , 
\@ Spruce St. NewYor«K. i 






























; 


2 ew) 723 ° 


and 














LIST of papers 

which combine a 

large circulation 
with interesting reading 
matter are sure to be read, 
and any periodicals that 
are read have a clientage. 
Ifthe reading matter be of 
such a character as to in- 
terest every member of the 
family,and especially if the 
papers circulate in rural 
communities, it is perfect- 
ly safe to say that five 
people read each paper. 
The peerless Vickery and 
Hill List has a bona-fide 
proven circulation of one 
million copies mailed ev- 
ery month. Then the con- 
clusion that five million 
people see these papers 
each month, can but be 
reached. As general ad-| <> 
vertising mediums, they 
pay others and will pay 
you. Nowisthe best time 
in the year to makea con- 
tract. Our gross rate is 
only $5.00 an agate line, 
and we give liberal dis- 
counts. Contracts can be 
made direct or through 
any reliable Advertising 
Agency. 


Vickery AND Hitt, 
AUGUSTA, MAINE. 


PRINTERS’ INK. 
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The right thing advertised in right me- 
diums never fails to bring profitable 
results. Had not you better think this 
over carefully ? 

Our claim to your thought is the abil- 
ity to place advertising in our papers 
with the endorsement that obtains cor- 
dial attention for the article advertised. 
There is no other way to reach these 
260,000 homes so easily and cheaply. 

The right thing is anything which ap- 
peals to people with homes, the people 
who have money for the right things 
of life. 












Put Sunday School Times. 
Them PHILADELPHIA. 
On 
Your 
Journal. 
List Messenger 
Have you the BALTIMORE. 
thing Baltimore Baptist. 
pth to ad- 7 Presbyterian Sosareer. 





Over 260,000 Copies 
Religious Press 
Association 
Phila 


<> 
bss SS 











IT 1S ON EVERYBODY’S LIPS 
That our asteated ads, work wonders! 
And they 

they a t there every time! 
Give them a chance to double your trade. 
Without them you may succeed, 
With them you mote 
’s the differen 
And it: 3 a big difference! 
Three are: _— saving, 
And the save all 
TIME TROUBLE i MONEY! 
Write for information to 
The dager League, Tribune Bidg., N. Y. 
Our firm name is being imitated. Be careful 
about the address and state your business. 














PRINTERS’ INK. 


PHILADELPHIA 


WEEKLY ITEM 


The Great 8 Page Illustrated Home Newspaper, 





omy 35 Cents. 


(Postage Paid), which also includes all the following six books: ‘‘ What did You Dream?” 


A YEAR 











the best Dream Book out ; “ Zodi, the Lover’s Fortune Teller ;’’ ‘‘ 100 Pointson Etiquette ;” 
** The Secret of Beauty,” worth $10 to any lady ; ‘‘ Tell-Tale, a Game of Love;”’ ‘* Whom 
Will I Marry?” 


ALL SUBSCRIPTIONS MUST BE PAID IN ADVANCE. 


Address WEEKLY ITEM, Philadelphia, Pa. 
{= SPECIMEN COPIES FREE. 


SWORN DAILY ITEM, = 181,237 


AVERAGE EVERY 
issue, 1891, (SUNDAY ITEM, - _ 184,490 


porting [tem, 


8 PAGES, 5 CENTS A COPY, 


Or $1.00 a Year in Advance, which also includes the Six Books 
given as a Premium with the WEEKLY ITEI1. 


Tue SportinG ITeM is a Large 8 Page Weekly Illustrated Sporting Newspaper contain- 
ing 56 columns every week of the Latest Sporting | Trang with Illustrations of the most promi- 
nent Prize Fighters, Wrestlers and Athletes, Articles every week by the best sporting 
writers, such as ** Macon McCormack,”’ “ Bantam,”’ *‘ Slick,’’ “‘ P, Jay,’ etc. on Self-Defense, 
Wrestling, Athletics, Foot-Ball, Cricket, Base-Ball, Racing and Trotting, Bicycle, Billiards, 
Pool, Pedestrianism, Rod, Gun and Kennel, Pigeon ae Tennis, Cock Fighting, Hand- 
Ball, Yachting, Canoeing, Racquets, Swimming, Rowing, Bowling, Skating, Polo, Fencing, 
Lacrosse, Dog Running, etc. 


Address SPORTING ITEM, Philadelphia, Pa. 
t= SPECIMEN COPIES FREE. 



















: “FR I a - 48 Tribune Building, 

‘S°C-BECKWITH:||_** "" 
SOLE AGENT FOR FOREIGN ADVERTISING j | °°9 ee 
€ 9.» C—__-5 += @__® > . 
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Chapter One. 


THE CHICAGO 


Daily Globe. 


(See announcement last week.) 


EARLY HISTORY. 








Those able newspaper 
men, who contributed to the great success of The Chicago 
Times, during its ownership by W. F. Storey, and who 
left the paper in the early days of its trouble, put 
together the experience they severally possessed, and 
backed by sufficient capital, issued the first number of 


The Chicago Daily Globe 


some half dozen years ago. From the day of its first 
issue, until to-day, it has steadily grown in circulation, 
Its DAILY output is now 40,000 COPIES, and its 
SUNDAY EDITION 56,000 COPIES. Its circulation 
is only exceeded by two daily and Sunday newspapers in 
Chicago. See Lord & Thomas rate book. See sworn 
statement Phillips rate book. See J. H. Bates reports. 

Advertisers cannot cover Chicago and Cook County 
without THE DAILY GLOBE. Its rates for advertis- 
ing are lower than any Chicago daily per thousand 
circulation. 








(Continued next week.) 


FRANK S. GRAY, 
GENERAL EASTERN AGENT, 
New York, 
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IS THE GLOBE... saan 
ROUND OR . Sa 
... +. SQUARE? aX, 


I am prepared to prove that it is both! 
Before we go further, I am talking of the Saturday Globe, 
Utica. 
I can show that it goes round further and quicker than 
any other Globe in America. 


IT AVERAGES 200,000 A WEEK! 


That means more than a million readers! 

It is a perfectly sqUARE paper, run on fearless; just and inde- 
pendent principles, and by honest dealing with advertisers 
and public alike, has become an universal favorite. The fact 
that the leading advertisers continue to use it proves its value 
as a medium. 





A. FRANK eee 
CHICAGO. . . NEW YORK, 


Vous Need “GRIT” 


to advertise successfully, especially 











if you want to cover Pennsylvania. 
You can’t find another medium in 
the State that can do it more com- 





pletely. As the poet sings—or 
would sing if he knew what was good for him— 


If in trade you'd make a hit 
Always keep your ‘‘ ad.” in ‘‘ Grit.” 
Pennsylvania Grit, Williamsport, is a family weekly, 
read in over 70,000 homes throughout the Keystone State 
and neighboring territory. 
It is a live, progressive paper, going ahead all the time— 
never backward. 


A. FRANK RICHARDSON, 
CHICAGO, NEW YORK. 





